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Beatson  Clark- 
confidence  in  glass. 


Beatson  glass 
containers  provide 
the  necessary  protection 
for  packaging  pharmaceutical 
products,  in  white  flint  and  amber 
glass. 

Beatson  Clark  have  been  makin 
glass  for  two  centuries  and  today 


serve  the 
pharmaceutical 
world  with  most  types  of 
medicinal  glass  containers. 

Ask  your  wholesaler. 
Beatson,  Clark  &  Co.  Ltd., 
Rotherham,S.Yorks.S60  2AA  <s\Ky 
Tel:  0709  79141  Telex:  54329 
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Our  Christmas 

presence. 

Your  customers  will  soon  start  looking  for  gifts 
of  quality  and  Christmas  treats  for  the  family.  And  when  they  do, 
make  sure  your  shelves  are  piled  high  with  Imperial  Leather  Talc, 
Bathing  Foam,  Shower  Foam  and  Bath  Cubes.  Because  as  far  as  presents 
are  concerned,  Imperial  Leather's  bathtime  range  really 
makes  its  presence  felt. 
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COMMENT 

Keep  your  options 

Chemists  must  not  "put  all  their  eggs  in  one  Government- 
owned  basket".  That  warning  was  issued  by  Mr  David 
Sharpe  in  March  1972  when  the  National  Pharmaceutical 
Association  was  attempting  to  whip  up  enthusiasm  for 
a  chemists'  voluntary  trading  organisation;  but  it  is  just 
as  valid  today.  (We  hope  Mr  Sharpe,  who  is  now  president 
of  the  Pharmaceutical  Society  and  chairman  of  the 
Pharmaceutical  Services  Negotiating  Committee,  would 
agree.) 

The  point  is  worth  making  again  because  the  Franks 
panel  report  is  designed  to  make  NHS  remuneration 
more  profitable.  Thus,  all  other  things  being  equal,  the 
NHS  proportion  of  turnover  must  increase  if  the  Govern- 
ment concedes  even  part  of  the  panel's  recommendations. 
Once  actually  making  a  profit  on  dispensing,  therefore, 
some  independent  chemists  could  be  tempted  to  withdraw 
from  the  unequal  struggle  with  other  outlets  for  counter 
turnover.  If  so,  most  will  be  making  a  grave  mistake. 

The  trend  to  reliance  on  NHS  has  been  relentless.  The 
annual  figures  produced  by  the  A.  C.  Nielsen  research 
organisation  show  that  NHS  as  a  proportion  of  turnover 
(excluding  Boots)  has  grown  dramatically  over  the  past 
quarter  century: 

1956  27.8  per  cent  1968  39.1  per  cent  1976  55.0  per  cent 
1958  30.1  per  cent  1971  44.0  per  cent  1977  58.2  per  cent 
1963  32.4  per  cent  1975  50.1  per  cent  1978  60.9  per  cent* 

For  1979  the  prospects  are  for  an  even  higher 
percentage,  but  more  significantly,  all  these  figures  hide 
the  fact  that  for  independents  the  proportion  is  higher 
still.  In  the  first  six  months  of  1979,  they  had  65.6  to 
67.4  per  cent  in  NHS,  whereas  multiples  and  Co-ops 
were  down  at  52.7  per  cent. 

For  the  past  year,  Nielsen  have  been  monitoring  the 
activity  of  drug  stores  separately  from  pharmacies, 
according  them  around  a  fifth  of  the  counter  sales 
attributed  the  "chemist"  sector  recognised  by  marketing 
men.  No  year-on-year  research  findings  are  yet  available, 
so  it  is  not  possible  to  say  whether  the  bimonthly  share 
changes  reflect  a  trend  or  merely  seasonal  variations, 
but  undoubtedly  the  drug  stores  have  secured  a  strong 
position,  mainly  with  chemists'  merchandise. 

So  are  chemists  a  spent  force?  Certainly  not  according 
to  Mr  Bob  Worby,  who  recently  countered  very  effectively 
the  claims  of  a  drug  store  chain  director  (see  p876). 
Nevertheless,  we  must  remember  the  "temptation"  to 
"opt  out"  that  the  Franks  panel  is  putting  before  chemists 
for,  if  they  yield,  the  flow  of  customers,  upon  which 
pharmacists'  primary  health  care  role  depends,  will 
disappear. 

Last  week  in  this  column  we  discussed  the  professional 
appearance  (or  otherwise)  of  pharmacies,  and  it  may 
be  noted  that  Mr  Worby  was  challenged  about  the 
"variety-store"  image  presented  by  Boots.  However  the 
image  is  described,  there  is  no  doubt  that  the  multiple 
drug  stores  have  emulated  its  best  features — so  much 
so  that  some  have  to  turn  away  prescriptions! 

Boots  and  other  pharmacy  multiples  can  take  care 
of  themselves,  but  what  image  should  the  independent 
be  seeking?  Here,  surely,  is  a  challenge  for  the  shop 
design  departments  of  the  "VTO"  groups — how  to 
distinguish  the  pharmacy  from  the  drug  store  and  to 
promote  the  "professional  advisory  role"  mentioned  by 
Mr  Worby,  on  cosmetics  and  toiletries  as  well  as  on 
medicines.  With  the  drug  stores'  mass-merchandising 
advantages,  low-cost  distribution  cannot  alone  solve 
the  independent's  problems. 

*  The  latest  figure,  released  to  C&D  this  week,  is  not  strictly 
comparable  with  earlier  years  because  drug-store  sales  are  now 
excluded.  The  new  base  is  thus  a  more  accurate  reflection  of 
the  turnover  division  in  pharmacies. 
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rug  store  threat 
overplayed 


Retail  pharmacy  is  still  a  force  to  be 
reckoned  with,  and  has  enormous  poten- 
tial for  far-sighted  manufacturers— 
despite  the  growth  of  drug  stores. 

That  viewpoint  was  put  forcefully  by 
Mr  Bob  Worby,  immediate  past-chair- 
man of  the  National  Pharmaceutical 
Association,  when  he  spoke  in  opposition 
to  Mr  John  Cooper,  managing  director 
of  the  Medicaire  drug-store  chain,  at  the 
quarterly  IPC  luncheon  of  marketing 
personalities  in  London  recently.  Each 
speaker  had  ten  minutes  to  develop  his 
theme  and  then  answered  questions. 

In  response  to  Mr  Cooper's  opening 
eulogy  about  the  merchandising  excel- 
lence of  the  drug-store  sector,  Mr  Worby 
urged  manufacturers  not  to  underesti- 
mate the  merchandising  potential  of 
retail  pharmacy.  Gone  were  the  days  of 
full-price  retailing  and  counter  service 
only — where,  he  wondered,  had  Mr 
Cooper  been  all  these  years!  Armed  with 
the  low  cost  distribution  (LCD)  services 
available  through  Numark,  Sangers, 
Unichem  and  Vestric,  the  retail  pharma- 
cist was  more  than  able  to  compete. 

Mr  Cooper  went  on  to  observe,  with 
others  agreeing,  that  the  present-day 
image  of  Boots  was  not  that  of  a  phar- 
macy but  of  a  variety  store,  and  that 
they  at  least  were  not  in  a  strong  position 
to  cut  prices  because  they  needed  a  net 
8  per  cent  on  OTC  sales  in  order  to 
maintain  their  operations.  Drug  stores 
on  the  other  hand,  claimed  Mr  Cooper, 
were  permanent  discounters  across  the 
whole  range  of  OTC  goods  and  were 
recognised  as  such  by  the  public.  Pricing, 
he  declared,  was  the  most  important 
marketing  tool  and  Medicaire  were  en- 
tering the  market  aggressively. 

Medicines  not  'ordinary' 

Medicines  were  not  mentioned  by 
Mr  Cooper  during  his  presentation,  but 
the  subject  arose  during  subsequent 
discussion.  He  did  not  challenge 
Mr  Worby's  assertion  that  drugs  and 
medicines  should  not  be  merchandised 
or  regarded  as  ordinary  articles  of  com- 
merce; his  interest  was  in  cosmetics  and 
toiletries. 

Mr  Worby  in  his  ten  minutes,  suggested 
to  manufacturers  that,  while  they  should 
not  expect  the  retail  pharmacist  to 
"market  like  a  supermarketeer",  if  they 
co-operated  with  the  pharmacist — taking 
heed  of  the  different  atmosphere  which 
characterised  a  pharmacy  and  enabled  it 
to  perform  its  professional  advisory  func- 
tion so  well — they  could  expect  not  just 
to  maintain  but  to  develop  the  cosmetics 
and  toiletries  market  within  pharmacy. 

During  the  discussion  it  was  put  to 
Mr  Worby  that  potential  customers  were 
not  "attracted"  to  retail  pharmacies  but 
simply  passed  through  in  order  to  obtain 


dispensing  services  and  might  then  buy 
on  impulse.  Mr  Worby  replied  that  while 
retail  pharmacies  had  a  useful  "captive" 
store  traffic,  the  community  pharmacy 
was  also  relied  upon  as  the  stock  source 
of  cosmetics  and  toiletries  by  its  local 
population.  On  a  sunny  day  those  cus- 
tomers might  venture  further  afield — to 
the  High  Street — but  day-to-day  require- 
ments were  met  by  their  local  pharmacy. 
With  the  current  and  growing  expertise 
in  shop  layout  and  merchandising,  linked 
to  keen  pricing  based  on  LCD,  those 
present  would  be  deluding  themselves  if 
they  imagined  that  the  drug  store  would 
make  further  inroads  into  traditional 
pharmacy  markets. 

Professional  appearance 

An  IPC  journalist  suggested  that  the 
appearance  of  the  purely  professional 
type  of  pharmacy  in  conjunction  with 
health  centres  indicated  that  pharmacy 
was  moving  away  from  toiletries  and 
cosmetics.  Mr  Worby  replied  that  noth- 
ing could  be  further  from  the  truth. 
Toiletries  and  cosmetics  were  part  of 
the  traditional  merchandise  of  pharma- 
cies and  gave  them  the  "family"  char- 
acter which  was  so  valuable.  In  contrast 
to  drug  stores,  pharmacies  had  an  excel- 
lent reputation  as  stockists  of  "up  mar- 
ket" agency  cosmetics.  None  of  this 
would  diminish  one  whit  in  the  foresee- 
able future — indeed  it  was  still  develop- 
ing and  regaining  ground  lost  in  recent 
years  to  drug  stores  and  supermarkets. 

Everyone  present  seemed  to  agree, 
however,  that  supermarkets  "were  not 
really  in  the  running",  although  many 
indulged  in  "cherry  picking".  Sainsbury's 
were  now  making  a  bid  for  the  market, 
but  others  bad  tried  and  dropped  it. 

In  connection  with  manufacturers' 
pricing  policies,  one  speaker  referred  to 
the  Robinson  Patman  Act  in  the  US 
which  had,  he  said,  halted  competition 
in  this  market.  Similar  constraints  on 
cost-price  discrimination  existed  in  the 
UK  although  not  to  the  same  extent  as 
in  the  US.  Indeed,  he  expected  further 
legislation  along  the  American  lines  to 
be  implemented  in  the  near  future.  The 
same  speaker  was  insistent  that  it  was 
point-of-sale  support,  with  display  of  the 
full  range  of  products  and  sizes,  which 
mattered  most  to  manufacturers  invest- 
ing hundreds  of  thousands  of  pounds  in 
direct  advertising.  This,  he  felt,  was 
forthcoming  from  drug  stores  to  a 
greater  extent  than  from  pharmacies. 

In  his  closing  remarks,  Mr  Cooper 
conceded  that  over  recent  years  the 
financial  drain  of  NHS  dispensing  had 
deprived  pharmacy  of  the  necessary 
finance  to  buy  advantageously  and  mar- 
ket, aggressively. 

Mr  Worby  concluded  that  he  did  not 


Mr  Bob  Worby 

expect  the  numbers  of  pharmacies  to 
continue  to  fall,  and  the  NHS  financial 
situation  would  improve  markedly  in 
the  next  few  months  if  the  Government 
fulfilled  the  pledges  of  fair  treatment 
made  in  Opposition  and  implemented 
promptly  the  recommendations  of  the 
review  panel.  Pharmacies  were  there, 
were  distributed  through  the  land,  and 
the  level  of  their  professional  overheads 
was  largely  irrelevant.  An  established 
pharmacy  could  expand  and  develop  its 
OTC  business  just  as  economically  as 
any  drug  store,  employing  similar  staff 
for  the  toiletries  and  cosmetics  sections. 

PSNC  meet  DHSS 

Representatives  of  the  Pharmaceutical 
Services  Negotiating  Committee  were  due 
to  meet  officials  of  the  Department  of 
Health  on  November  30  to  discuss  im- 
plementation of  the  independent  assess- 
ment panel's  report.  The  PSNC  team  in- 
cluded Mr  David  Sharpe,  chairman,  Mr 
Alan  Smith,  chief  executive,  Mr  Bernard 
Silverman,  Company  Chemists,  Mr 
Michael  Brining,  financial  executive,  and 
Mr  Stephen  Axon,  secretary. 

Medicines  take 
less  of  NHS 
expenditure 

Pharmaceutical  services  will  account  for 
9.8  per  cent  of  the  National  Health 
Service  budget  in  1979.  according  to  the 
latest  estimates  from  the  industry-spon- 
sored Office  of  Health  Economics.  This 
compares  with  10.1  per  cent  in  1977 — 
but  confirms  the  long-term  stability  of 
spending  on  medicines,  since  in  1951  the 
proportion  was  9.7  per  cent. 

The  1979  forecast  was  too  late  for 
inclusion  in  the  latest  edition  of  the 
OHE's  Compendium  of  Health  Statistics, 
in  which  it  is  estimated  that  the  gross 
cost  of  the  NHS  for  1979  will  be 
£9, 200m.  After  adjustment  for  inflation, 
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this  represents  a  more  than  three-fold 
growth  in  NHS  expenditure  since  the 
start  of  the  1950s. 

However,  the  NHS  now  absorbs  only 
5.5  per  cent  of  the  gross  national  pro- 
duct, compared  with  5.6  per  cent  in 
1975  and  1976  and  OHE's  new  figures 
reveal  that  as  a  proportion  of  the 
nation's  total  wealth  NHS  spending  has 
been  effectively  frozen  for  five  years. 
"This  indicates  a  stark  contrast  to  the 
4  per  cent  per  annum  real  growth  it 
enjoyed  from  the  mid-1950s  through  to 
1974,"  says  OHE. 

Britain's  health  spending  appears  to 
be  falling  below  the  European  and 
North  American  trend,  even  after  adjust- 
ment for  differing  levels  of  wealth  and 
richer  countries  like  Sweden,  the  United 
States,  West  Germany  and  Switzerland 
now  spend  three  times  more  on  health 
per  head  of  population  than  does  Britain. 

The  number  of  pharmacists  employed  in 
NHS  hospitals  rose  from  1,127  in  1949 
to  2,334  in  1978,  and  the  number  of 
pharmacy  technicians  from  507  to  1,978. 
□  In  1974  there  were  21.9  chemist  and 
appliance  contractors  per  100,000  popu- 
lation—by 1978  only  20.5. 
OHE  Compendium  of  Health  Statistics, 
third  edition  1979.  Office  of  Health 
Economics,  162  Regent  Street,  London 
Wl,  price  £8.50. 


'With  a  bit  of  luck  they  won't  have  understood  it" 


Revlon  lose  'parallel 
selling'  appeal 


Four  companies  in  the  Revlon  Inter- 
national cosmetics  group  failed  last  week 
in  their  renewed  application  for  a  court 
ban  on  the  "parallel  selling"  in  the  UK 
of  Revlon  trade-marked  goods  made  for 
the  USA  market. 

The  Court  of  Appeal  upheld  a  decision 
of  Mr  Justice  Dillon  that  Revlon  Inc, 
Revlon  Suisse,  Revlon  Overseas  Cor- 
poration and  Revlon  International  Cor- 
poration were  not  entitled  to  a  pre-trial 
injunction  stopping  importers  and  whole- 
salers selling  in  the  UK  Revlon  Flex 
shampoo  and  conditioner. 

The  four  companies  have  started 
actions  alleging  "passing  off"  and  in- 
fringement of  trade  mark  and  sought 
interlocutory  injunctions  to  stop  two  of 
the  defendants — importers  Cripps  &  Lee 
Ltd  and  Express  Wholesale  Supplies — 
dealing  in  the  products  in  the  UK.  The 
products  were  not  a  commercial  success 
in  the  USA  and  the  line  was  discon- 
tinued with  large  quantities  being  given 
to  charity  and  to  a  US  merchant.  The 
defendants  wished  to  continue  selling 
stocks  of  the  American  product  in  its 
authentic  Revlon  packaging. 

No  misrepresentation 

Dismissing  Revlon's  appeal  on  the  pass- 
ing-off issue.  Lord  Justice  Buckley  said 
use  of  the  mark  on  the  USA  products 
in  the  UK  involved  no  misrepresentation 
of  their  commercial  origin.  It  was  com- 
mon ground  that  the  chemical  formula 


of  the  USA  products  was  not  the  same 
as  that  of  the  UK  products,  but  there 
was  no  evidence  to  suggest  that  the 
USA  products  were  in  any  way  inferior 
in  quality. 

Because  of  the  way  in  which  the  USA 
products  had  come  onto  the  UK  market, 
they  might  be  retailed  more  cheaply  than 
the  UK  products,  and  perhaps  through 
less  prestigious  outlets.  But  Revlon 
could  not  complain  about  that  because 
Revlon  themselves  had  been  originally 
responsible  for  the  goods  getting  into 
the  hands  of  those  in  the  USA  who  had 
exported  them  to  the  UK. 

Legitimate  competition 

Nor  could  Revlon  complain  of  the 
competition  which  the  USA  products 
might  occasion  in  the  UK  if  that  com- 
petition was  legitimate — if  there  was  no 
passing-off.  In  Lord  Justice  Buckley's 
view  there  was  no  passing-off. 

Agreeing,  Lord  Justice  Templeman 
said  that  Revlon  complained  that  their 
sales  of  Revlon  Flex  in  the  UK.  and 
their  reputation,  would  suffer  if  the 
defendants  sold  their  Revlon  Flex  pro- 
ducts more  cheaply.  But  that  attempt 
by  Revlon  to  enforce  price  fixing  "by 
the  back  door"  was  not  sustainable. 

Revlon  had  chosen  to  obtain  financial 
advantage  by  disposing  of  Revlon  Flex 
products  in  such  a  manner  that  the 
defendants  were  now  able  to  sell  those 
products  cheaply  in  the  UK.   If  that 


choice,  which  benefited  Revlon  in  the 
USA,  damaged  group  subsidiaries  in  the 
UK,  Revlon  might  regret  having  made 
that  choice. 

But  the  plaintiff  companies  were  part 
of  a  multi-national  group  and  were  not 
entitled,  by  asserting  the  English  law  of 
passing-off,  to  prevent  their  own  goods, 
put  into  circulation  by  their  own  group, 
from  being  exported  from  the  USA  and 
sold  in  the  UK  at  prices  determined  by 
the  importers. 

Cannot  complain 

On  the  trade  mark  issue,  Lord  Justice 
Templeman  said  that  if  Revlon  chose 
to  manufacture  and  distribute  products 
bearing  the  Revlon  trade  marks  they 
could  not  complain  of  the  use  of  those 
marks  in  connection  with  those  pro- 
ducts, because,  by  the  1938  Trade  Marks 
Act,  there  was  no  infringement  where 
the  trade  mark  was  applied  by  the  pro- 
prietor. 

If  a  parent  company  chose  to  manu- 
facture and  sell  wholly  or  partly  through 
a  group  of  subsidiary  companies  in 
different  parts  of  the  world,  products 
which  bore  the  same  trade  mark  and 
attracted  an  international  reputation, 
neither  the  parent  or  any  subsidiary 
could  complain  in  the  UK  if  those  pro- 
ducts were  used,  sold  and  re-sold  under 
that  trade  mark. 

Lord  Justice  Buckley  agreed  that  what 
the  defendants  had  done,  and  were 
doing,  in  relation  to  the  USA  products 
had  not  infringed  the  Revlon  mark  or 
the  Revlon  Flex  mark  in  the  UK.  Lord 
Justice  Bridge  agreed  in  dismissing 
Revlon's  appeal  with  costs  and  refusing 
leave  to  appeal  to  the  House  of  Lords. 
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Urgent  fee  for  'outside 
hours'  oxygen  repairs 


The  Department  of  Health  and  Social 
Security  has  agreed  that  where  malfunc- 
tion in  an  oxygen  set  is  checked  and 
remedied  outside  normal  business  hours 
an  urgent  fee  would  be  paid.  To  claim 
the  professional  fees  for  remedying  the 
malfunction  contractors  should  make  a 
manuscript  addition  to  the  appropriate  . 
section  of  Form  FP66. 

That  information  was  conveyed  to  the 
Pharmaceutical  Services  Negotiating 
Committee's  November  meeting. 

The  Committee  agreed  that  Part  YII 
Clause  6c  (i)(b)  of  the  Drug  Tariff 
should  be  amended  as  follows:  — 
Before  "between  the  time  the  premises 
close  .  .  ."  insert  "deliveries". 
After  ".  .  .  by  the  prescriber"  add  "and 
return  visits  to  check  and  remedy  set 
malfunction  effected  between  these  same 
times". 

Prescription  charges — recovery:  PSNC 
has  replied  to  the  Department,  which  is 
pressing  for  the  implementation  of  pro- 
posals for  bringing  forward  the  date  of 
recovery  of  prescription  charges.  The 
Committee  says  the  matter  should  be 
pursued  after  the  negotiations  on  the 
panel  report  have  been  concluded. 
Professional  competence:  The  Commit- 
tee cannot  support  the  Pharmaceutical 
Society  in  its  plans  in  co-operation  with 
the  Department  to  survey  the  present 
levels  of  professional  competence  of 
practising  pharmacists  as  a  rational 
means  of  identifying  those  areas  to  which 
postgraduate  education  should  be 
directed.  PSNC  considers  that  any  such 
investigation  should  be  an  intra-profes- 
sional  matter  and  not  under  the  auspices 
of  the  Department. 

Pre-registration  experience 

The  Committee  is  to  be  represented  at  a 
meeting  being  'arranged  by  the  Pharma- 
ceutical Society  to  discuss  the  proposal 
that  all  graduates  should  attend  a  pro- 
gramme of  study  days  as  part  of  the 
pre-registration  experience  requirements. 
Rural  dispensing:  A  PCL(S)  is  to  be 
sent  to  secretaries  of  local  pharmaceuti- 
cal committees  to  ascertain  the  rigidity 
with  which  the  current  regulations  re- 
lating to  doctor  dispensing  are  being 
enforced  at  local  level. 
Drug  Tariff:  The  Committee  agreed  to 
an  amendment  of  Clause  7  of  the  Drug 
Tariff  to  provide  that  where  a  packed 
proprietary  preparation  requires  the 
addition  of  a  vehicle  by  the  pharmacist 
and  the  resultant  liquid  has  a  limited 
storage  life,  and  the  prescription  is  en- 
dorsed that  it  has  not  been  possible  to 
use  the  residue  towards  dispensing 
another  prescription,  payment  will  be 
based  on  the  smallest  original  pack  size 
or  the  number  of  minimum  packs,  which 
ever  is  the  cheaper,  enabling  supply  of 
the  quantity  prescribed.  This  brings  the 
Tariff  into  line  with  pricing  procedure. 
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The  Department's  proposals  also  in- 
cluded the  deletion  of  the  sub-clause 
limiting  the  quantity  of  eye  drops  that 
may  be  prescribed  against  an  order  on 
Form  FP10  and  the  provision  of  a  list 
of  items  referred  to  in  Clause  7  as 
"special  containers"  (Clause  7(3)(b)). 

Dextrostix:  The  Department  has  said  it 
could  not  agree  to  the  inclusion  of  Dex- 
trostix within  Part  VE  of  the  Drug 
Tariff.  The  letter  points  out  that  con- 
sideration had  been  given  on  a  number 
of  occasions  to  making  the  reagent  strips 
generally  available  on  prescription,  but 
says  patients  requiring  tests  in  which  the 
strips  are  used  are  likely  to  be  under  the 
direct  care  of  hospital  consultants  and 
the  proper  source  of  supply  is  the  hos- 
pital service. 

GPO  services:  The  Post  Office  Users' 
Council  has  replied  to  representations 
regarding  the  inclusion  of  pharmacist 
contractors  on  the  emergency  list. 

Whilst  having  sympathy  with  the 
Committee's  view,  the  letter  explained 
that  the  Council's  approach  to  the  Post 
Office  policy  on  the  provision  of  emer- 


gency fault  repair  services  has  been 
passive  because  few  complaints  were  re- 
ceived on  the  matter.  The  Post  Office 
service  is  already  over-stretched  and  in 
the  circumstances  the  Council  could  not 
support  the  Committee's  representations. 

Prescription  packaging:  The  Committee 
examined  a  re-usable  satchel  type  pack- 
ing system  that  could  be  used  for  des- 
patch of  prescriptions  to  the  Prescription 
Pricing  Authority.  It  was  agreed  that  a 
meeting  be  sought  with  the  secretary  of 
the  PPA  to  discuss  using  such  a  satchel. 

Minimum  hours  of  business 

The  DHSS  is  prepared  to  agree  in  prin- 
ciple that  Part  IX  of  the  Drug  Tariff 
should  be  amended  as  proposed  by 
PSNC  to  cover  the  situation  where  an 
FPC  approves  a  rota  commencing  at 
5.30pm. 

Multiple  prescribing:  A  system  being 
used  in  Liverpool  to  combat  multiple 
prescribing  was  discussed,  and  it  was 
reported  that  the  Liverpool  Family  Prac- 
titioner Committee  had  introduced  an  in- 
formal procedure  to  deal  with  the 
problem. 

It  was  agreed  that  pharmacist  contrac- 
tors, where  a  multiple  prescription  is 
received,  would  be  advised  to  endorse 
to  that  effect  and,  where  possible, 
obtain  a  confirmatory  signature  from  the 
patient. 


Prescription  statistics 

England 

England 

June  1979 

June  1978 

July  1979 

July  1978 

Total 

Total 

prescriptions 

25,781,018 

26,007,484 

prescriptions  25,233,554 

24,525,610 

Total  cost  £62,345,413 

£55,884,123 

Total  cost  £61,958,581 

£53,350.501 

Total  oxygen 

Total  oxygen 

payments  (inc 

in 

payments  (inc  in 

total  cost)  £ 

270,933 

£  246,735 

total  cost  £ 

307,122 

£  237,303 

Average  net 

Average  net 

ingredient  cost 

194.94p 

170.35p 

ingredient  cost 

197.98p 

172.32p 

Average 

Average 

discount 

(3.10p) 

(2.71p) 

discount 

(3.10p) 

(2.62pJ 

Container 

Container 

allowance 

2.80p 

2.80p 

allowance 

2.80p 

2.80p 

194.64p 

170.44p 

197.68p 

172.50p 

Average  fee 

24.27p 

24.29p 

Average  fee 

24.27p 

24.32p 

Average  oncost 

21.87p 

19.20p 

Average  oncost 

22.38p 

19.75p 

Average  total 

Average  total 

cost 

240.78p 

213.93p 

cost 

244.33p 

216.57p 

Wales 

Wales 

June  1979 

June  1978 

July  1979 

July  1978 

Total 

Total 

prescriptions 

1,997,372 

2,030,349 

prescriptions 

1,941,545 

1,906,832 

Total  cost 

£4,820,058 

£4,362,004 

Total  cost  £ 

4,752,939 

£  4,123,651 

Total  oxygen 

Total  oxygen 

payments  (inc  in 

payments  (inc  in 

£  31,249 

total  cost 

£  39,388 

£  32,792 

total  cost  £ 

43,547 

Average  net 

Average  net 

170.52p 

ingredient  cost 

193.66p 

169.73p 

ingredient  cost 

196.35p 

Average 

Average 

(3.04p) 

(2.56p) 

discount 

(3.06p) 

(2.68p) 

discount 

Container 

Container 

2.80p 

allowance 

2.80p 

2.80p 

allowance 

2.80p 

193.40p 

169.85p 

196.1 1p 

170.76p 

Average  fee 

24.23p 

24.31p 

Average  fee 

24.26p 

24.36p 

Average  oncost 

21.71p 

19.07p 

Average  oncost 

22.19p 

19.50p 

Average  total 

Average  total 

214.62p 

cost 

239.34p 

213.23p 

cost 

242.56p 
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NEXT  TIME  YOU'RE  ASKED 
PRACTICAL  ADVICE  ABOUT  ANYTHING 
FROM  A  SPRAINED  WRIST  TO  BACKACHE, 
YOU  CAN  ANSWER  IN  A  WORD... 

FUTURO 


HEALTH  SUPPORTS 


Futuro  is  a  complete  range  of  modern 
body  braces  and  support  hosiery  proven  in  use 
in  the  United  States,  and  already  successfully 
test-marketed  in  the  United  Kingdom. 

Each  product  is  scientifically  designed 
to  give  positive  support  while  being  lightweight 
and  comfortable  to  wear  during  normal, 
everyday  activity.  Futuro  can  be  the  simple 
answer  to  back  trouble,  hernia,  aches  and 
pains  in  elbows,  wrists,  knees  and  ankles  and 
varicose  veins. 

Futuro  Support  for  you,  too! 

In  order  to  bring  customers  to 
yourshopfor  Futuro,  the 
new  range  is  supported  by 
heavy  advertising  during 
Autumn  and  nextSpring. 
Telling  ads  will  be  appearing 

leading  National 
newspapers,  RadioTimes  and 
women's  magazines. 

The  Futuro  range  comes 
complete  with  a  handsome 
display  stand  as  well  as  informative  leaflets. 
Depending  on  your  capacity  to  stock,  Futuro  is 
available  to  you  in  a  choice  of  three  introductory 
sales 'packages! 

Why  not  phone  Blyth  66771  for  more  details? 


FUTURO 

SUPPORTS 

St$portwhereyouneedtt 


mm 

FUTURO 

HEALTH  SUPPORTS 

Support  where  you  need  it. 

FuturoisdistributedintheUKbyJackel  International  (UK)  Ltd.,  Blyth,  Northumberland  NE244RG. 


880    Chemist  &  Druggist 


December  1  1979 


Guidelines  for 
guarantees 

Guidelines  for  manufacturers'  guarantees 
have  been  set  out  by  'the  Office  of  Fair 
Trading.  In  a  foreword,  Mr  Gordon 
Borrie,  Director  General  of  Fair  Trad- 
ing, says  he  hopes  the  guide  will  help 
to  bridge  the  gap  between  what  con- 
sumers expect  and  what  manufacturers 
feel  able  to  provide. 

The  OFT  believes  a  guarantee  should 
undertake  for  a  stated  period  to  repair 
or  replace  specified  defective  parts  within 
a  reasonable  time,  free  of  charge,  and 
to  extend  the  period  by  the  time  the 
consumer  is  without  the  product  during 
repair. 

The  guarantee  should  be  worded 
plainly,  giving  the  name  and  address  of 
guarantor,  products  covered  or  excluded, 
duration,  consumer  claim  procedure  and 
remedies  undertaken  by  the  guarantor. 
The  OFT  suggests  restrictive  terms  to  be 
avoided  include  the  right  of  the  manu- 
facturer to  decide  whether  goods  are 
defective,  goods  must  be  returned  in 
original  packaging,  full  list  price  having 
been  paid,  restriction  of  transferring 
benefits  to  a  person  other  than  original 
purchaser. 

For  expensive  goods  where  the  guar- 
antee may  determine  which  brand  is  pur- 
chased, the  terms  should  be  available 
before  purchase,  OFT  says. 

Advice  service 
for  companies 

A  team  of  top  businessmen  and  women 
have  agreed  to  take  part,  on  a  volun- 
tary basis,  in  a  scheme  to  help  companies 
in  need  of  advice  on  marketing  and  man- 
agement. Marketing  Advisory  Service  is 
a  group  of  thirty  people  who  hold,  or 
have  recently  held,  top  positions  in 
industry,  commerce  or  business  colleges, 
covering  almost  every  aspect  of  mar- 
keting— research,  planning,  advertising, 
sales,  distribution,  and  exports. 

Companies  wishing  to  discuss,  in  con- 
fidence, marketing  aspects  of  their  busi- 
ness can  select  an  adviser  with  the 
appropriate  experience  who  will  then 
visit,  free  except  for  expenses  and  a 
small  administrative  charge. 

Details  of  the  service  are  in  a  leaflet 
from  the  Institute  of  Marketing  being 
distributed  to  organisations  including  the 
CBI,  the  Association  of  Independent 
Businesses,  the  Association  of  British 
Chambers  of  Commerce  and  the  British 
Institute  of  Management. 


Fisons  prices 

Chemist  &  Druggist  apologises  for  any 
inconvenience  caused  to  Fisons  Ltd, 
pharmaceutical  division,  and  their  cus- 
tomers by  inadvertently  publishing  their 
recent  price  increases  in  the  Price  List 
Supplement  October  27,  1979,  a  week  in 
advance  of  the  scheduled  advertisement 
announcing  these  increases. 


TOPICAL  REFLECTIONS 

by  Xrayser 

A  matter  of  opinion 

Recently  I  lamented  that  because  pharmacists  were  not  the  contractors 
for  National  Health  dispensing  in  every  single  pharmacy,  we  were 
inherently  a  divided  profession.  I  know  that  every  retail  pharmacist  tries 
to  maintain  the  highest  standards  of  integrity  in  pharmaceutical  matters, 
but  when  it  comes  to  a  matter  of  action  to  obtain  redress  for  obvious  ills 
in  the  contract,  employee  pharmacists  are  in  a  different  position  from 
their  contracting  colleagues.  Because  of  their  proper  loyalties  to 
employers,  whose  company  structures  make  them  better  placed  as 
contractors  than  independents,  they  have  had  to  watch  the  progressive 
reduction  in  numbers  of  small  pharmacies  by  successive  governments 
without  being  particularly  willing  or  able  to  do  anything  about  it. 
For  myself  I  deprecate  the  fact  that  those  who  survive  today  have  done 
so  by  luck,  by  having  good  sites,  or  by  diversifying  into  aggressive 
retailing  to  balance  their  budgets,  for  my  ideal  vision  of  our  work  is  that 
seen  in  practice  on  the  Continent. 

But  in  a  conversation  recently,  with  a  realist  of  considerable  integrity, 
it  was  pointed  out  that  because  of  changes  in  the  nature  of  our  work, 
and  perhaps  due  to  the  attitudes  engendered  by  three  generations  taught 
to  believe  in  free  medicine,  if  we  were  as  I  envisage,  we  might  eventually 
become  nothing  more  than  glorified  dispensing  factories,  where  the  sole 
idea  of  the  customer  would  be  to  get  in,  get  his  script,  and  get  out,  as 
quickly  as  possible.  Our  numbers  would  be  further  reduced  so  that  the 
opportunities  for  consultation  for  the  patient  would  practically  disappear. 
It  is  precisely  because  of  our  present  mix  that  we  are  able  to  offer  our 
services  so  easily,  and  satisfy  a  need  which,  perhaps  dimly  recognised, 
is  nevertheless  real — a  point  made  in  the  Editor's  comment  last  week. 

The  big  clean-up 

It  is  essential  therefore  that  our  premises  should  reflect  what  we  want 
our  customers  to  see.  If  we  look  up  at  all  from  our  day-to-day  work,  and 
examine  what  some  of  our  elegant  and  successful  competitors  are  doing, 
we  have  to  admit  to  shortfalls  from  quite  modest  standards.  I  make 
excuses  myself — when  the  cleaner  doesn't  turn  up  and  the  floor  is  just 
plain  dirty,  or  when  my  leading  assistant  is  ill  for  a  month,  and  although 
routine  work  is  just  about  covered,  the  shop  looks  muddly.  Then  there 
are  all  those  seasonal  stands,  collapsible  (and  collapsing),  upright, 
counter-top,  rotating,  floor-standing,  which  helpful  reps  erect  to  move 
those  special  lines.  And  windows  which  we  are  too  busy  to  change. 

A  realist  myself,  having  lost  a  good  part  of  a  substantial  dispensing 
practice  through  leapfrogging,  I  am  quite  as  commercial  as  anyone,  and 
have  to  admit  that  there  are  times  when  I  have  to  stop  and  look  afresh  at 
how  I  am  earning  my  income — the  atmosphere  within  my  shop,  and  its 
appearance  from  the  street.  I  have  no  doubt  that  it  is  very  easy  to  lose 
sight  of  the  need  for  balance  in  the  presentation  of  our  trading  activities 
as  opposed  to  space  given  to  showing  our  professional  services.  During 
my  three  or  four  years  as  a  full-time  locum  I  had  the  privilege  of  working 
in  premises  which  could  truly  be  described  as  immaculate,  and  the 
misfortune  to  cover  others — (mostly  private,  I  am  afraid)  from  which  I 
was  glad  to  shake  the  dust  and  grime. 

In  my  opinion  the  Society  should  add  to  its  undoubted  popularity,  by 
preparing  a  check-list  of  the  basic  acceptable  requirements  of 
cleanliness,  layout  and  display  for  any  retail  pharmacy  (above  the  lines 
of  the  recent  "guide")  and  forward  it  to  all  contractors  a  week  before 
the  routine  visits  of  our  inspectors.  Shortcomings  should  be  marked 
tactfully  as  colleague  to  colleague.  But,  never  mind  about  staff  shortages, 
or  cleaner  problems — in,  say  a  month's  time,  substandards  should  be 
rectified,  or  proof  given  of  NPA  or  group  wholesaler  advice  and  action. 

I  reckon  that  to  sustain  credibility  for  our  claims  we  will  have  to  ensure 
that  the  laggards  amongst  us  back  up  their  ideas  and  their  appearance. 
And  while  we  are  still  getting  our  discounts,  and  keeping  them  (at  least 
in  the  short-term),  right  now  is  the  time  to  put  that  money  straight  back 
into  our  business  in  the  form  of  improvements. 
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Rave  soft  perm  introduced  No 
after  American  success  for 


Rave,  an  ammonia-free  home  perm  pro- 
duct from  Chesebrough-Ponds,  is  said  to 
have  taken  the  American  market  by 
storm  since  it  was  launched  there 
eighteen  months  ago.  Within  two  months, 
and  without  any  advertising,  it  achieved 
a  10  per  cent  brand  share  and  after 
eight  months  had  become  brand  leader. 
Since  the  emergence  of  no-smell  soft 
perms  the  entire  market  in  the  States  has 
grown  by  44  per  cent.  Chesebrough-Ponds 
UK  refer  wryly  to  this  18  month  life 
span  in  America  as  their  "test  market" 
and  have  now  brought  the  product  into 
the  UK. 

"Until  now,"  comments  Roy  Gayton, 
brand  manager,  "the  market  over  here 
was  similarly  depressed  and  was  worth 
peanuts.  The  potential  for  growth  there- 
fore is  exactly  the  same."  A  consumer 
test  demonstrated  to  the  company  the 
high  acceptability  of  the  product.  It  is 
said  that  with  Rave  soft  perm  users  can 
forget  those  traditional  problems  of 
frizz,  possible  damage  to  colour  treated 
hair  and  unpleasant  smells. 

Rather  than  stiffly  "perm"  hair  in  the 
old  fashioned  sense  Rave  adds  body  and 
produces  soft  waves  or  curls  for  what- 
ever style  is  required.  It  is  based  on  a 
bisulphite  system  which,  it  is  claimed,  will 
not  over-curl  the  hair  and  is  said  to  be 
safe  on  highlighted,  bleached  or  tinted 
hair.  The  gentle  hold  will  last  for  two  to 
three  months. 

Rave  soft  perm  is  available  in  two 
kits.  The  complete  kit  (£2.75)  comes  with 
40  plastic  curlers,  conditioning  waving 
lotion,  neutraliser  and  perforated  papers 
which   allow    the    waving   lotion  even 


dispersion  through  the  hair,  plastic  tur- 
ban, instruction  sheet  and  the  Rave  book 
of  classic  hairstyles.  The  refill  kit  (£1.75) 
contains  all  the  above,  except  the  40 
curlers. 


The  company  claims  it  is  spending 
£1  million  to  support  the  launch  of  Rave, 
including  a  £600,000  advertising  cam- 
paign. Television  and  women's  magazines 
will  be  used,  and  during  the  week  be- 
ginning December  17  the  Daily  Mail, 
Daily  Mirror,  Sun  and  Daily  Record  will 
carry  an  announcement  of  the  launch 
opposite  the  female  interest  pages.  The 
magazine  campaign  will  appear  from 
February  1980  and  television  advertising 
will  begin  in  lanuary.  Point-of-sale 
material  will  also  be  available.  Chese- 
brough-Ponds Ltd,  Victoria  Road, 
London  NW10  6NS. 


sanpro  benefit 
independents 

Chemists  will  hold  a  slightly  improved 
share  of  the  sanitary  protection  market 
in  1980,  according  to  Kimberley-Clark— 
but  Boots  and  drugstores  will  benefit, 
not  the  independents  (see  table  below). 

Mr  Richard  Huckerby,  K-C's  group 
product  manager,  feminine  hygiene  pro- 
ducts, forecast  last  week  that  UK  sanpro 
sales  would  reach  £80m  (at  rsp)  by  the 
end  of  1980,  an  increase  of  £9m  over 
1979,  and  £21m  over  1978.  Among  sig- 
nificant changes  in  the  structure  of  the 
market,  was  cited  a  swing  from  looped 
towels  to  full-size  press-on  products,  and 
the  growth  in  the  secondary  protection 
sector.  Mr  Huckerby  added  that  looped 
towels  would  probably  decline  to  a  quar- 
ter of  the  market  Within  five  years  and, 
depending  upon  stocking  by  grocery 
multiples,  perhaps  have  disappeared 
within  10  years. 

The  sale  of  towel  products  through 
multiple  grocery  chains  has  expanded 
rapidly  in  the  past  few  years  and  by  the 
end  of  1980  this  was  forecast  to  reach 
55  per  cent  of  sales  through  grocery. 
Overall,  the  grocers'  share  of  the  sanpro 
towel  sales  market,  currently  standing 
at  32  per  cent,  is  expected  to  strengthen 
further  in  1980  at  the  expense  of  the 
"Woolworths  and  others"  share. 

Kimberly-Clark,  through  their  range 
of  six  Kotex  products,  now  claim  30  per 
cent  of  the  towel  sector  and  expect  to 
improve  their  market  position  in  1980. 
Kimberley-Clark  Ltd,  Larkfield,  Kent. 

Christmas  pictures 
with  Kodak 

A  pre-Christmas  advertising  campaign 
with  the  theme  "keep  Christmas  with 
Kodak"  has  been  launched.  The  cam- 
paign is  backed  by  festive  point-of-sale 
material  of  individual  camera  stands, 
gift-orientated  centrepieces  and  Christ- 
mas oversleeving.  The  Kodacolour 
135-24,  126-20,  110-20  films  and  instant 
colour  film  are  all  available  in  twin  gift 
packs,  and  the  pocket  A-l  camera  has 
been  repackaged  in  a  ten-unit  display. 
The  campaign  will  be  supported  by 
national  Press  advertising.  Kodak  Ltd, 
Hemel  Hempstead,  Herts. 

New  Teeda 

Following  production  difficulties  Kifby 
have  been  delaying  the  introduction  of 
the  new  pack  of  Teeda  hair  straightener 
(C&D  July  14,  p66).  However,  all  stocks 
of  the  old  pack  have  been  exhausted  and 
the  new  pack  (£2.60)  is  being  introduced. 
Kirby  Pharmaceuticals  Ltd,  Mildenhall, 
Bury  St  Edmunds,  Suffolk. 


Sanpro  market  breakdown 

Total  UK  market  value 

Towels 

Tampons 

Towels  v  tampons  (%  unit  vol) 

Towels 

Tampons 

Towel  market  growth  (indexed) 

Sterling 

Volume 

Retail  sales  outlets 

(%  share  sanpro  towel  sales) 

Grocers 

Chemists  (including  Boots) 

Woolworths  and  all  others 

Grocery  towel  sales  by  outlet 

Co-ops 

Multiples 

Major  symbols 

Independents 

Sector  breakdown  by  towel  type 
Loops  and  special  garments 
Full-size  press-on 
Secondary  protection 


Forecast 

1977 

1978 

1979 

1980 

£m 

Em 

£m 

£m 

52 

59 

71 

80 

33 

38 

46 

50 

19 

21 

25 

30 

57 

57 

57 

56 

43 

43 

43 

44 

100 

111 

118 

123 

100 

113 

136 

154 

30 

31 

32 

33 

55 

56 

56 

57 

15 

13 

12 

10 

15 

15 

15 

14 

44 

47 

51 

55 

15 

14 

13 

13 

26 

24 

21 

18 

56 

47 

40 

36 

39 

40 

43 

45 

5 

13 

17 

19 
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Elida  Gibbs  Reply  to  the 
mouthwash  market 


Elida  Gibbs  are  putting  their  full  weight 
behind  Reply,  an  aquamarine  cosmetic 
mouthrinse,  in  an  effort  to  increase  the 
existing  £5  million  market  to  £15m  or 
£20m  by  1983. 

Reply  (200ml,  £0.69;  sample  50ml, 
£0.15)  will  be  test  launched  in  the 
Southern  TV  area  in  January.  Brand 
manager,  Louise  Spencer  says  the  com- 
pany is  investing  heavily  because  of  the 
potential.  In  the  US  the  mouthwash 
market  is  worth  £132m — over  half  the 
value  of  toothpastes — and  60  per  cent  of 
sales  are  for  cosmetic  appeal  products.  In 
West  Germany  the  equivalent  is  70  per 
cent  of  a  £24m  market.  She  expects 
Reply  will  be  to  toothpaste  what  condi- 
tioner is  to  shampoo. 

Elida  Gibbs  say  research  revealed  that 
50  per  cent  of  consumers  felt  a  need 
existed  for  a  product  that  could  effec- 
tively combat  mouth  odour,  and  if  a 
product  were  available  that  "really 
worked",  and  tasted  good,  they  would 
buy  it. 

Reply,  aimed  at  a  cosmetic  appeal 
rather  than  medicinal,  should  be  used 
after  brushing  teeth  and  as  a  freshener 
during  day  and  evening,  Elida  Gibbs  say. 
Television  advertising  will  concentrate 
on  the  18  to  35  year-olds  but  the  com- 

Shulton  put  money 
on  the  line 

Looking  ahead  to  1980  and  1981  can 
prove  dispiriting,  believes  Mr  Sladden 
of  Shulton.  He  thinks  that  the  next  two 
years  are  -going  to  be  very  tough  for 
everyone  concerned  with  the  cosmetic 
and  toiletry  industry.  Retailers  face 
continuing  cash  flow  problems,  manu- 
facturers are  meeting  constantly  rising 
communication  costs  so  that  the  con- 
sumer is  denied  adequate  choice,  through 
lack  of  product  knowledge.  He  also 
believes  that  the  increasing  cost  of  in- 
novation and  marketing  might  mean  that 
good  developments  are  deferred. 

Added  to  these  problems  are  the  con- 
tinuous inflation  that  will  be  facing 
consumers,  and  the  change  in  trading 
patterns  that  this  will  mean.  In  order  to 
succeed,  he  states,  companies  need  to 
look  for  existing  opportunities  in  the 
market  place  which  can  lead  to  expan- 
sion. "Any  business  that  just  cries  woe, 
will  go  out  of  the  window",  he  concludes. 

Shulton  have  identified  French  per- 
fumes as  one  of  the  clearest  growth 
areas.  Furthermore  they  believe  that  this 
has  been  pointed  up  by  the  consumer 
herself.  Shulton  carry  on  almost  continu- 
ous research  and  the  latest  has  indicated 
a  dramatic  change  in  the  general  level 


Reply's  "fresh  to  be  near"  theme 


pany  expects  the  market  will  widen  as 
they  grow  up  with  the  product. 

The  counter  unit  holds  six  200ml 
bottles  and  18  trial  sizes,  and  shelf 
barkers  are  available.  Promotional  dis- 
counts are  planned  for  the  launch  and  a 
sample  will  be  distributed  in  discotheques 
and  cinemas.  Elida  Gibbs  Ltd,  PO  Box 
1DY,  Portman  Square,  London  W1A. 


of  knowledgeability  and  interest  of  the 
consumer  in  fragrance,  during  the  past 
two  years.  "British  women,"  said  Mr 
Sladden,  "now  regard  fragrance  as  a 
super  hobby.  And  they  also  buy  per- 
fume for  themselves  now;  if  it  pleases 
them  they  go  out  and  buy  it  and  enjoy 
it.  The  success  of  various  fragrances 
actually  has  very  little  to  do  with  what 
the  advertisers  used  to  think  were  the 
reasons  for  consumer  preference".  Des- 
pite this  new  found  knowledgeability 
women  have  not  been  overwhelmed  by 
the  American  life-style  fragrances. 
Charlie  and  her  followers  have  encourag- 
ed women  to  get  to  know  perfume  but 
they  still  aspire  to  French  fragrance  in 
the  end. 

Having  identified  this  marketing  fact 
Shulton  have  seized  on  it  as  an  oppor- 
tunity and  are  putting  their  money  where 
their  mouth  is  next  year.  Their  Cardin 
fragrances  will  be  supported  by  £65,000 
of  advertising  and  the  company  is  also 
putting  £$  million  behind  the  fragrances 
from  Nina  Ricci. 

Mr  Sladden  points  out  that  with 
French  fragrances,  expecially  for  women, 
you  need  time  to  build  up  the  reputation 
of  a  classic  fragrance,  "If  you  worry 
about  this  year's  sales  you  ain't  gonna 
win,  especially  now  women  are  so  much 
more  knowledgeable  and  selective". 

In  order  too,  to  keep  an  exclusivity 


cachet  on  these  fragrances  Shulton  are 
not  intending  to  expand  distribution. 
"We  are  therefore  offering  our  distribu- 
tors the  chance  to  exploit  an  opportunity 
without  new  investment  in  stock.  "Here," 
he  concludes,  "is  a  package  which  will 
improve  profitability  without  too  much 
effort  on  your  part."  Shulton  GB  Ltd, 
Trevor  House,  100  Brompton  Road, 
London  SW3  1EW. 

Unichem  Christmas 

Unichem's  "Christmas  bargains"  include 
hairspray,  conditioner,  and  colourant  as 
follows:  Alberto  Balsam  conditioner 
100ml  and  shampoo  125ml  (33  per  cent 
extra  free);  Belle  hair  colourants; 
Buttercup  syrup;  Cussons  Imperial  Lea- 
ther bath  soap;  Crest  toothpaste;  Creme 
Silk  60g,  HOg;  Cuticura  bath  soap; 
Cossack  hairspray  120g,  200g;  Elnett 
hairspray  95g,  300g;  Feminax  20s;  Gallo- 
ways original;  Lilia  10s  standard,  stick- 
ons;  Marigold  lightweight  gloves;  Night 
Nurse;  Odor  Eaters  footwarmers;  Pure 
Silvikrin;  Pennywise;  Pears  shampoo 
130ml;  Radox  salts;  Ralgex  spray,  stick; 
SR  toothpaste;  Scotties  Mansize  and 
Triply;  Supersoft  hairspray  120g;  Super- 
soft  shampoo,  150ml;  Steradent  brush- 
on  90ml;  Wella  conditioner  40ml;  Wella 
hair  set  and  Wella  Bio  Dry  40ml. 
Unichem  Ltd,  Crown  House,  Morden, 
Surrey. 

Spring  cosmetics 

Maybelline's  predictions  for  the  cosmetic 
colours  for  spring  1980  cover  bright 
pinks,  electric  blues  and  "traffic-stopping" 
orange.  "Fashion  comes  into  1980  with 
an  exciting  clash  of  colour",  they  say, 
adding  that  faces  will  be  scrubbed 
free  of  muted  plums,  tobacco  and  bur- 
gundy shades  which  will  prevail  until 
then.  The  company  is  adding  twelve 
lip,  nail  and  eye  colours  to  their  range 
to  achieve  this  look. 

The  Moisture  Whip  lipstick  range 
(£0.84)  will  include  red-on-red,  real  pink 
and  mandarin  ice;  Strong'n  Fast  nail 
colours  (£0.76)  in  golden  brick,  rose  pink 
and  ice  tea  frost;  dual  eyeshadows 
(£1.07)  in  frosty  spice  and  frosty  apricot, 
frosty  blueberry  with  frosty  amethyst 
and  frosty  golddust  with  frosty  beige  will 
be  available  for  sale  from  mid-March 
1980.  Plough  (UK)  Ltd,  Penarth  Street, 
London  SE15  1TR. 

New  Crowes  pack 

Strenol  Products  are  re-designing  the 
packaging  for  Crowes  Cremine  and  in- 
troducing a  new  size  jar,  300ml  (£1.10). 
Strenol  Products  Ltd,  Commerce  Way, 
Lancing,  West  Sussex,  BN15  8TW. 
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Sterling  Health  introduce 
Wet  Ones  for  baby 

Wet  Ones,  already  Sterling  Health's 
biggest  selling  brand  in  chemists,  are  to 
be  joined  by  Wet  Ones  for  baby  Which  in 
the  US  exceeded  the  standard  version  in 
volume  sales  only  18  months  after 
introduction. 

Sterling  Drug  (the  American  parent 
company)  claim  in  1972  to  'have  created 
the  concept  of  bulk-packed  moist  tissues 
and  in  the  US  they  found  themselves 
with  a  huge  success  after  getting  the 
concept  over  to  the  consumer  by  means 
of  massive  television  advertising.  And, 
despite  the  entry  of  competitors,  they 
say  they  still  command  60  per  cent  of 


RECOMMEND 

WITH  CONFIDENCE 


Willocare  Cough 
Medicines 


A  comprehensive,  high  quality  range, 
suitable  for  every  member  off  the  family. 

Adult  Bronchial  Balsam 
Adult  Expectorant 
Bronchial  Mixture 
Codeine  Linctus 
Gees  Linctus 
Mentholated  Balsam 
Tussobron 

Honey  Glycerin  and  Black  Currant 
Glycerin  Lemon  and  Honey 
Junior  Expectorant 
Childrens  Cherry  Cough  Linctus 
Childrens  Cough  Balsam 

All  Willocare  cough  medicines  are  available 
for  immediate  delivery.  Ask  your 
Wigglesworth  representative  for  details. 


Mm 


1 


WIGGLESWORTH  LIMITED 

Westhoughton  Bolton  BL5  3SL  Telephone:  0942  811567 

A  member  of  the  WILLOWS  FRANCIS  CROUP 


the  market,  which  is  steadily  growing. 

A  similarly  high  television  spend 
launched  the  product  nationally  in  the 
UK  earlier  this  year  after  test  market 
in  Lancashire  during  1978.  Subsequent 
research  showed  that  62  per  cent  of 
adults  had  heard  of  the  brand  name,  19 
per  cent  of  households  had  purchased — 
and  at  least  one-third  came  back  for  a 
repeat  purchase.  The  result  is  a  £2  million 
brand  after  only  six  months. 

In  the  US  it  was  soon  discovered  that 
the  principle  use  of  Wet  Ones  was  by 
mothers  during  nappy  changes — but  only 
a  small  proportion  were  using  the  tissues 
on  the  infant  since  it  was  considered 
that  a  product  suitable  for  general 
clean-up  would  be  too  harsh  for  baby's 
skin.  So  in  1973  a  "baby"  version  was 
launched,  which  is  now  worth  $20m  a 
year. 

Wet  Ones  for  baby  contain  surfactants 
selected  for  their  ability  to  remove  faecal 
matter,  drying  agents  to  help  prevent 
chapping,  a  skin  softener,  and  a  perfume 
designed  to  deal  with  nappy  and  faecal 
odours,  the  whole  being  buffered  to  the 
natural  pH  of  infants'  skin. 

Mothers  have  already  proved  through 
the  success  of  products  such  as  Curity 
Snugglers  that  they  are  prepared  to  spend 
large  sums  to  improve  comfort  and 
hygiene  for  baby,  and  convenience  for 
themselves:  now  Sterling  Health  believe 
that  the  additional  1 .2-1 .7p  per  nappy 
change  required  for  the  use  of  Wet  Ones 
for  baby  will  be  seen  as  worthwhile.  The 
rsp  for  a  70-wipe  pack  is  £1.17,  with 
180  wipes  for  £1.80,  but  Sterling  Health 
will  be  encouraging  trial  purchase 
through  the  issue  of  nearly  a  million 
sample  packs,  including  use  of  the 
Bounty  parcels  distributed  to  mothers. 

There  will  also  be  a  £200,000  Press 
campaign  in  mother  and  baby  media  and 
leading  women's  magazines,  incorporat- 
ing lOp-off  coupons.  The  total  promo- 
tional package  for  Wet  Ones  is  worth 
over  £lm,  of  which  £550,000  is  to  be 
spent  on  Wet  Ones  for  baby.  Theme  of 
the  advertising  and  point-of-sale  material 
will  be  "Tops  for  bottoms".  Sterling 
Health,  St  Marks  Hill,  Surbiton,  Surrey 
KT6  4PH. 

Stepping  out 

A  television  campaign  in  all  areas  except 
Granada  on  Scholl  thermal  insoles 
breaks  on  December  10,  running  during 
the  pre-  and  post-Christmas  periods.  The 
total  promotional  budget  of  £500,000 
includes  Press  advertising  and  4,000  tube 
card  sites  as  well  as  point-of-sale 
material.  Scholl  (UK)  Ltd,  182  St.  John 
Street,  London  EC1. 
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Unimed 

Pharmaceuticals  Ltd. 

OFFER 

Seasons  Greetings 

TO  ALL  OUR  CUSTOMERS, 
AND  INVITE  ALL  PHARMACISTS  TO  TAKE  ADVANTAGE  OF  THE 

UNIMED  CHRISTMAS  SPIRIT  OFFER 

---SPECIAL  PRICES--- 


QTY.  RQD. 

PACKED 
IN 

PRICE 

VALUE 

INDOMETHCIN  B.P.  25mg 

500 

£12.00 

DIAZEPAM  B.P.  2mg 

1000 

£  3.00 

DIAZEPAM  B.P.  5mg 

1000 

£  4.00 

FRUSEMIDE  B.P.  40mg 

1000 

£12.00 

NITRAZEPAM  B.P.  5mg 

1000 

£10.00 

OXYTETRACYCLINE  B.P.  250mg 

1000 

£  8.50 

TOTAL 

+  15%  V.A.T. 

CARRIED 
OVER 


Now  the 
Christmas  Cheer 

Victoria  Wine 

Vouchers  TO  THE  VALUE  OF  £15  WILL  BE  INCLUDED  WITH  THE 

DELIVERY  OF  EVERY  £100  OF  GOODS  ORDERED  ON  A  CHEQUE  WITH  ORDER 
BASIS. 

OFFER  INCLUDES  PRODUCTS  LISTED  OVERLEAF 
•      MINIMUM  ORDER  £100 

OFFER  CLOSES  MONDAY  17th  DECEMBER  1979 


SUPPLEMENT  TO  THE  CHEMIST  &  DRUGGIST 

1st  DECEMBER  1979 


QUANTITY 

PRODUCT 

DESCRIPTION 

PACKED 
IN 

PRICE 

VALUE 

AMPICILLIN  B.P. 

CAPSULES  250mg 

1000 

£30.00 

AMPICILLIN  B.P. 

CAPSULES  500mg 

500 

£30.00 

BEND RO FLU AZIDE  B.P. 

TABLETS  5mg 

1000 

£  4.60 

CHLORPHENIRAMINE 
MALEATE  B.P. 

TABLETS  4mg 

1000 

£  4.75 

CHLORPROPAMIDE  B.P. 

TABLETS  250mg 

500 

£12.50 

IMIPRAMINE  B.P. 

TABLETS  25mg 

1000 

£  3.00 

METHYLDOPA  B.P. 

TABLETS  250mg 

1000 

£28.60 

METHYLDOPA  B.P. 

TABLETS  500mg 

500 

£28.60 

METRONIDAZOLE  B.P. 

TABLETS  200mg 

250 

£  6.00 

PENICILLIN  V-K  B.P. 

TABLETS  250mg 

1000 

£  8.95 

PHENYLBUTAZONE  B.P. 

TABLETS  100mg 

1000 

£  3.00 

PREDNISOLONE  B.P. 

TABLETS  5mg 

1000 

£  5.50 

PREDNISONE  B.P. 

TABLETS  5mg 

1000 

£  5.50 

QUININE  BISULPHATE  B.P. 

TABLETS  300mg 

500 

£22.00 

QUININE  SULPHATE  B.P. 

TABLETS  300mg 

500 

£22.00 

TETRACYCLINE  HCL  B.P. 

TABLETS  250mg 

1000 

£  9.50 

TETRACYCLINE  HCL  B.P. 

CAPSULES  250mg 

500 

£  6.50 

Unimed 


XMAS 
SPIRIT 
OFFERi 


TOTAL 

+  15%  V.A.T. 


CARRIED 
FORWARD 


CHEQUE  ENCLOSED  £ 


POST  TO:   ORDER  DEPT., 
^   UNIMED  PHARMACEUTICALS  LTD., 
^§^>  24  STEYIMTON  AVENUE,  BEXLEY,  KENT.    TEL:  01-309  7003 


Signed:    Chemist's  Name: 

Date:    Address:   

Telephone  No. :  


TERMS:    Any  shortage  or  damage  must  be  reported  within  24  hours  and  confirmed  in  writing. 
No  goods  may  be  returned  without  written  authorisation  from  the  Company.  Acceptance  of  returned 
goods  is  no  guarantee  that  credit  will  be  given.  Full  terms  of  trading  available  on  request. 

THIS  OFFER  SUBJECT  TO  AVAILABILITY 


Who  can 
really  put  servicing  together? 


Nor 
know 
how 


If  you  are  brand  leader,  selling  more 
labelling  systems  than  all  the  competition 
put  together,  how  do  you  stay  in  front 
.  .  .  year  after  year? 
Do  you  produce  better,  more  reliable  systems? 
Or  do  you  go  further  by  backing  them  with  the  biggest, 
most  efficient  service  force  in  the  business? 
Offering  a  whole  range  of  service  contracts, 
geared  to  individual  requirements?  Or  do  you 
simply  design  each  gun  for  easy  maintenance 
for  those  who  prefer  tp  do  it  themselves? 
Nor  do  all  this  -  and  more.  Which  is  why  Nor, 
a  British  company,  are  Europe's  No.  1  labelling 
people.  Next  time  you  have  a  labelling  problem, 
let  Nor  solve  it.  As  only  Nor  know  how. 


Please  send  me  full  details  of  Nor  labelling  systems 
Name  


Position 


NOR  SYSTEMS  LIMITED 


Company 
Address  _ 


A  MEMBER  OF  THE  ;norcros 


GROUP 


R.  P.  Dept.  Freepost  HW4  Harwich  Essex  C012  4RR  England    Telephone  02555  3131    Telex  98156 
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Spotlight  on  Stagelight 
glamour  cosmetics 


Len  Goldapple  MPS,  seems  to  recognise 
a  money-making  proposition  when  he 
sees  it.  He  has  recently  brought  the 
Stagelight  range  of  cosmetics  to  the  UK 
from  America.  The  products — colourful, 
bright  and  glittery — have  received  quite 
a  lot  of  Press  comment  in  national 
newspapers.  Until  recently  they  were 
available  only  through  Bournes  in  Lon- 
don but  now  Mr  Goldapple  is  extend- 
ing distribution  and,  as  an  independent 
chemist  retailer  himself,  says  he  feels 
the  range  has  great  potential  for  his  fel- 
lows. 

Stagelight  cosmetics  were  created  in 
the  States  by  Mark  Genauer.  They  in- 
clude two  kinds  of  skin  foundations, 
bronze  toner,  under-eye  cover  creams, 
translucent  powders,  cheek  tints,  rose 
blush,  liquid  highlighter,  sparkle  eye  pow- 
ders, pressed  eye  shadows,  mascara,  nail 
paints,  colour  sticks  for  lips,  eyes  and 
oheeks,  lip  tints,  lip  shine  and  lipsticks, 
body  jewels,  loose  glitter  and  sparkling 
body  lotion. 


The  sparkling  eye  powders  (£3.50)  are 
said  to  be  one  of  the  best  selling  lines. 
They  are  available  in  25  shades  (30  from 
January)  and  come  in  small  pots.  A 
mini  palette  is  available  (£18.95)  which 
holds  six  of  these  pots.  Consumers  can 
choose  which  colours  they  want  included. 
The  product  can  be  used  on  the  eyes  as 
intended,  or  indeed  on  cheeks  or  sprin- 
kled in  the  hair.  Most  Stagelight  products 
have  a  versatility  rarely  found  in  cos- 
metic ranges.  The  nail  paints  can  be 
overlaid  one  on  top  of  another  to  obtain 
interesting  shades  or  once  again  the  eye 
powders  can  be  sprinkled  into  the  bottles. 

Mr  Goldapple  says  that  all  ingredi- 
ents used  are  perfectly  safe  and  indeed 
even  the  body  jewels  are  polyester  chips 
in  a  rosewater  and  glycerine  gel  base, 
unlike  similar  products  on  the  market 
which  actually  contain  metal.  The  glit- 
tering Stagelight  products  are  likely  to 
be  popular  among  the  young  over  the 
Christmas  party  season.  Also  available 
for  longer  term  use  is  a  mini  face  kit 
(£18.95)  containing  blusher  and  contour, 
two  pressed  eye  shadows,  under-eye  co- 
ver, lip  gloss,  mini  sparkle  body  lotion, 


one  rouge  brush  and  two  sponge  appli- 
cators. There  is  a  comprehensive  range 
of  chunky  make-up  brushes  available. 
Stagelight  cosmetics  are  described  as  be- 
ing suitable  for  most  skin  tones  and  some 
of  the  colours  and  shades  are  particu- 
larly suitable  for  black  skins.  Stagelight 
Cosmetics,  70  Russell  Square,  London 
WCI. 

Seasonal  Gangers 

Sangers  have  introduced  a  Christmas 
gift  catalogue.  As  well  as  a  wide  selec- 
tion of  traditional  Christmas  lines  such 
as  gift  sets,  also  included  is  lead  crystal 
glassware,  dressing  table  sets  and  home- 
brew. Sangers  Ltd,  Cinema  House,  225 
Oxford  Street,  London  W1R  IRE 

Dimotane  LA  change 

AH  Dimotane  LA  stock  leaving  A.  H. 
Robins  is  azo-dye  and  wheatflour  free, 
and  is  labelled  appropriately.  There  is, 
however,  no  change  in  active  ingredients. 
A.  H.  Robins  &  Co  Ltd,  Redkiln  Way, 
Horsham,  West  Sussex  RH13  5QP. 

Kodak  award 

Grunwick  Processing  laboratories  of  Wil- 
lesden  have  now  won  the  monthly  Kodak 
Quality  Award  for  independent  photo- 
finishers  in  four  consecutive  months,  a 
feat  which  has  not  been  achieved  before 
in  this  nationwide  annual  contest. 
Kodak  Ltd,  PO  Box  66,  Kodak  House, 
Station  Road,  Hemel  Hempstead,  Herts 
HP1  1JV. 

Urine  drainage 

Searle  Medical  have  introduced  the 
Dover  Portasystem  urine  drainage  bag. 
Worn  with  a  Foley  catheter  or  male  in- 
continence device,  it  is  said  to  provide 
an  easily-adjusted  and  unobtrusive  aid 
to  total  freedom  of  movement.  It  con- 
sists of  a  belt  and  apron  from  which 
suspends  a  slim,  light  bag.  A  universal 
connector  ensures  easy  attachment  to  Fo- 
ley catheters  and  male  incontinence  de- 
vices, and  a  non-return  valve  prevents 
urine  reflux  and  retrograde  infection. 
The  tap  is  drip-proof  and,  like  the  apron 
and  supporting  Portabelt,  is  easy  to  keep 
clean,  say  Searle. 

Each  bag  and  belt  is  in  individually 
wrapped  cartons  of  10  (£7  trade). 

The  Dover  750ml  leg  urine  drainage 
bag  is  now  available  in  packs  of  ten  (£6 
trade),  so  that  it  may  be  supplied 
through  chemists  direct  to  patients  at 
home,  or  in  nursing  homes.  Searle  Medi- 
cal, PO  Box  88,  Lane  End  Road,  High 
Wycombe,  Bucks. 


PRESCRIPTION 
SPECIALITIES 

Bigger  Daktacort 

A  30g  tube  of  Daktacort  cream  (£2.90 
trade)  is  be'ing  introduced  in  January 
1980.  The  new  size  is  in  response  to 
prescription  demand.  Janssen  Pharmaceu- 
tical Ltd,  Janssen  House,  Chapel  Street, 
Marlow,  Bucks  SL7  1ET. 

Delta  BTZ  stocks 

Geigy  Pharmaceuticals  say  that  Delta- 
Butazolidin  tablets  are  being  discontin- 
ued when  stocks  are  exhausted.  The  500 
pack  is  expected  to  be  exhausted  by  the 
end  of  December  and  the  100  pack  is 
likely  to  last  until  some  time  in  January. 
Geigy  Pharmaceuticals,  Hurdsfield  In- 
dustrial Estate,  Macclesfield,  Cheshire 
SK10  2LY. 

Metenix  strips 

Hoechst  are  replacing  the  glass  100  pack 
of  Metenix  5mg  tablets  with  blister  strips 
in  cartons  of  100  tablets.  Hoechst  Phar- 
maceuticals Ltd,  Salisbury  Road,  Houns- 
low,  Middlesex. 

Burinex  K  size 

The  size  of  Burinex  K  tablets  has  been 
slightly  reduced  to  increase  patient  com- 
pliance. The  active  constituents  remain 
unchanged.  Leo  Laboratories  Ltd, 
Longwick  Road,  Princes  Risborough, 
Aylesbury,  Bucks  HP  17  9RR. 

ON  TV 
NEXT  WEEK 

Ln — London;  M — Midlands;  Lc — Lancashire;  Y — 
Yorkshire;  Sc— Scotland;  WW— Wales  and  West; 
So — South;  NE — North-east;  A— Anglia;  U— Ulster; 
We — Westward;  B — Border;  G — Grampian; 
E — Eireann;  CI — Channel  Island. 

Anadin:  All  areas 
Alka  Seltzer:  All  areas 
Askit  powders:  Sc 

Beecham  powders  hot  lemon:  All  areas 
except  E 

Buttercup:  M,  Lc,  Y,  Sc,  WW,  NE,  B 

Brobat  Bloo:  All  areas 

Cow  &  Gate:  All  areas  except  U,  E,  CI 

Denim:  All  areas 

Galloways:  Ln,  So,  A 

Head  &  Shoulders:  All  areas  except  E,  CI 
Listermint:  Ln,  M,  Lc,  So 
Kodak:  All  areas 

Mac  throat  lozenges:  M,  Lc,  Y,  So,  NE,  A, 

We,  G,  CI 
Melody:  Sc,  G 
Night  Nurse:  All  areas 
Oil  of  Ulay:  All  areas 
Owbridges  Cold  Control:  All  areas 
Wondra:  Y,  NE 
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Bottle  feeding  takes  a  tu 
for  the  better. 


At  some  time  or  other  every  mum  has  wished  for  a  method 
of  controlling  the  flow  of  bottle  feeding. 

Now  Griptight  have  developed  a  simple  and  ingenious  way 
of  satisfying  babies  ever  changing  appetites  and  feeding 
requirements. 

It's  done  with  a  special  Variflo  teat.  This  has  an  oval  hole  so 
that  when  the  bottle  is  rotated  through  90°  the  flow  can  be 
regulated. 

And  Griptight's  understanding  of  babies  feeding  doesn't 
stop  there. 

The  range  of  teats  from  Newborn  through  Fref  lo  and 
Variflo  develops  through  all  stages  of  feeding. 

Used  with  hygienic  Freflo  polycarbonate  bottles,  feeding 
becomes  more  satisfying  and  enjoyable. 

We're  getting  the  message  over  to  more  mums  than  ever 
before  with  full  pages  in  all  the  mother  and  baby  magazines. 

So  stock  early,  your  sales  are  bound  to  take  a  turn  for  the 

bettertoa  ^WIkJByJ 
by  Griptight. 
Little  things  mean  a  lot. 

Lewis  Woolf  Griptight  Ltd.,  144  Oakfield  Road,  Birmingham  B29  7EE.  Tel:  021  -472  421 1. 
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Benylin  Paediatric 

the  favourite  for  children's  coughs 


When  you  recommend  Benylin  It's  very  acceptable,  too.  Children 

Paediatric  you  know  it'll  be  effective,      find  its  pleasant  raspberry  flavour 
because  it's  specially  formulated  for  : ;    easy  to  take.  Just  think-you  could 
children,  and  is  based  on  the  proven  JEL  be  giving  the  parents  a  good  night's 
anti-tussive  Benadryl*  (diphen-        859  rest  as  well  as  the  child  when  you 
hydramine  hydrochloride).  It's  an     ™|  recommend  Benylin  Paediatric. 
established  pharmacy-only  product. 

PARKE- DAVIS 

good  products  for  you  and  yourcustomers 

josition:  Indications:  Contra  indications,  warnings  etc.  Legal  Category:  P 

5ml  contains  For  the  relief  of  cough  and  its  congestive  symptoms.  May  cause  drowsiness-  If  affected,  the  patient  should  not  drive  or  Package  Quantities:  1 25ml  cartoned  glass 

inhydramine  hydrochloride  B.P.  7mg         Dosage-  operate  machinery.  Avoid  alcoholic  drink.  Known  hypersensitivity  to         Price  to  pharmacy,  35  pence  (ex.V.A.T.) 

,m Fj™*  ^CP'  28-5m9  ORAL  Children  1  to  5  years.  One  5ml  spoonful  every  three  hours         anV  of  fhe  active  constituents. 

holB.P.  0.55mg  Children  6  years  and  over,  two  5ml  spoonsful  every  three  As  w,,h  any  other  medicine,  care  should  be  token  in  adm.nistration 

hours  during  pregnancy. 

P< 

Product  Licence  Holder'  Parke  DnviS  and  Comonnv  Usk  Rood.  Pontvnnnl  fW>nt  NP4  OYH  PrnHnrt  I  irenre  Nn  nmfl/0fY)7   . 


BUSINESS  MATTERS 

Complex  rules  for  taxing 
company  benefits 


by  a  barrister 

A  person  Who  is  a  manager,  employee 
or  director  is  almost  certain  to  be  in- 
volved in  the  complex  tax  rules  now  in 
existence  relating  to  the  taxation  of  ben- 
efits. Because  the  wording  of  the  Fin- 
ance Act  is  difficult — even  for  the  ex- 
perts to  understand — the  following  guide 
should  assist.  However,  two  things 
should  be  stressed.  First,  long-term  fin- 
ancial planning  should  not  be  made  on 
the  basis  of  the  current  year's  law  since, 
as  has  been  announced,  the  Government 
has  under  review  the  tax  position  of  em- 
ployment benefits  and  it  may  well  be 
that  the  first  changes  will  be  announced 
in  next  April's  budget.  Second,  there  are 
special  and  more  stringent  rules  for  con- 
trolling directors  and  employees  earning 
over  £8,500  per  annum. 

The  first  general  principle  is  that  all 
benefits  with  a  cash  value  or  which  can 
be  turned  into  money  are  theoretically 
subject  to  tax;  are  considered  to  be  part 
of  a  person's  income  and  are  therefore 
subject  to  tax.  To  give  a  Christmas  bo- 
nus instead  of  extra  on  the  pay  packet 
makes  no  difference  to  the  tax  position. 
The  bonus  is  part  of  income.  To  make 
someone  the  present  of  gift  vouchers  to 
enable  the  person  to  change  them  for 
goods  in  a  shop  will  not  get  around  the 
tax  liability  on  the  value  of  the  vouch- 
ers. In  respect  of  certain  benefits  there 
are,  however,  specific  rules  and  it  is  well 
worthwhile  looking  at  these. 

Specific  cases 

Loans  and  mortgages:  Since  April, 
1979,  concerning  those  directors  and 
employees  who  earn  over  £8,500  per 
year  (the  figure  for  the  year  1978-9  was 
£7,500)  tax  is  payable  if  the  interest 
charged  by  the  firm  is  less  than  9  per 
cent.  It  becomes  payable  on  "the  differ- 
ence between  the  interest  actually  paid 
and  9  per  cent — a  sum  fixed  by  the 
Treasury  from  time  to  time. 

This  rule  does  not  apply  in  respect  of 
loans  granted  for  house  purchase  provi- 
ded the  loan  does  not  exceed  £25,000. 
(As  a  special  concession,  loans  made  at 
low  rates  of  interest  are  not  caught  to 
the  full  extent  up  to  April,  1980.  Only 
half  the  benefit  is  subject  to  tax.)  Em- 
ployees and  non-controlling  directors 
under  £8,500  per  annum  are  not  affec- 
ted and  loans  at  low  rates  can  be  made 
without  tax  penalty. 

Meals:  There  is  no  tax  chargeable  on 
the  value  of  meals  provided  by  the  em- 
ployer in  staff  canteens  or  restaurants 
provided  that  meals  are  available  for  all 
staff  and  not  some  to  the  exclusion  of 
others.  Luncheon  vouchers  up  to  15pper 
day  can  be  provided  without  any  tax 
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liability.  Where  an  employee  incurs  tra- 
vel expenses  including  the  cost  of  meals, 
strictly  speaking  these  should  be  notified 
to  the  Revenue  although  these  can  then 
be  claimed  as  a  business  expense.  How- 
ever, to  avoid  this,  employers  can  arrange 
for  these  not  to  be  notified  to  Inland  Rev- 
enue where  it  can  be  shown  that  the  ex- 
penses are  an  actual  reimbursement  of 
money  laid  out  either  in  actual  money 
terms  or  on  a  reasonable  set  scale. 
Cars:  For  those  directors  and  employ- 
ees earning  over  £8,500  per  year  (and 
the  £8,500  is  arrived  at  by  adding  on  to 
actual  salary  any  expenses)  the  rules 
about  cars  are  as  follows: 

(a)  Where  business  mileage  is  less  than 
10  per  cent  of  total  mileage  done  in  a 
year,  the  employee  or  director  using 
the  car  is  taxed  on  20  per  cent  of  the 
original  market  value  of  the  car  if  less 
than  4  years  old.  For  the  older  car  the 
tax  falls  on  10  per  cent  of  the  original 
market  value. 

(b)  Where  mileage  is  greater  but  less 
than  25,000  miles  per  year  the  user  is 
taxed  on  a  scale  depending  on  the  en- 
gine size  and  cost  of  the  car. 

(c)  Where  the  car  is  used  on  business 
for  more  than  25,000  miles  per  year  the 
scale  charges  in  (b)  above  are  halved. 

Dismissal  letters 

It  is  now  fairly  common  knowledge  that 
if  a  dismissed  employee  asks  for  written 
reasons  for  dismissal,  these  have  to  be 
given  by  the  employer  within  14  days. 
If  he  does  not  do  this  and  the  employee 
goes  to  a  Tribunal,  the  employer  can 
be  ordered  to  pay  two  weeks  pay  to  the 
employee — which  is  in  a  sense  a  fine  on 
the  employer  for  not  providing  the 
written  reasons  within  the  appropriate 
period.  This  payment  can  be  ordered 
whether  or  not  the  dismissal  was  fair  or 
unfair. 

What  is  perhaps  not  so  widely  known 
is  that  the  details  to  be  given  must  be 
adequate  and  true.  Thus,  in  the  past, 
when  an  employer  dismissed  an 
employee  for  say,  bad  performance  he 
might  have  wished  to  be  kind  to  the 
employee  so  as  not  to  hinder  that 
employee's  chances  of  obtaining  other 
employment.  Or  in  a  disciplinary  case 
the  employer  may  have  glossed  over  the 
reason  to  prevent  the  employee  being 
disqualified  from  receiving  unemploy- 
ment benefit. 

In  any  letter  or  note  dismissing  the 
employee,  the  employer  might  use  such 
phrases  as  "economic  re-organisation" 
or  "redundancy"  when  giving  the  reason 
for  dismissal.  This  benevolence  can  now 


be  extremely  risky  from  the  employer's 
point  of  view.  Cases  have  come  up 
before  the  Employment  Appeal  Tribunal 
which  has  ruled  that  such  statements, 
however  well  motivated,  are  if  untrue, 
not  sufficient  to  save  the  employer  from 
paying  two  weeks  money. 

Full  details  should  therefore  be  given 
if  these  are  requested  by  the  employee. 
A  short  statement  which  says  the  reason 
for  dismissal  is  "bad  work"  or  "miscon- 
duct" will  not  suffice.  Detailed  particu- 
lars have  to  be  given  and  it  is  important 
to  remember  that  there  is  a  very  tight 
time  limit  of  14  days  for  doing  this, 
which  it  is  not  wise  to  break 

Collecting  cash 

The  majority  of  businesses  have  need, 
from  time  to  time,  to  send  employees  to 
collect  cash  from  the  bank.  As  a  result 
of  a  legal  decision  made  recently,  it 
could  well  be  that  an  employer  might 
have  to  meet  considerable  compensation 
claims  should  one  of  his  employees  be 
injured  in  an  attack  on  him  whilst 
engaged  in  such  a  transaction.  Without 
going  into  all  the  complications  of  the 
particular  case  in  question,  it  would 
appear  that  if  the  amount  of  cash  to  be 
collected  is  small — say  under  £1,000 — it 
is  quite  legitimate  to  expect  an  employee 
to  go  in  the  normal  course  to  the  bank 
to  either  deposit  or  draw  cash. 

However,  if  the  amount  is  larger  than 
this,  then  special  precautions  should  be 
taken.  This  would  involve  another  person 
to  accompany  the  employee  in  question 
and  seeing  to  it,  if  regular  deposits  or 
withdrawals  are  made,  that  the  visits 
are  made  at  varied  times  to  thwart  any 
would-be  attackers.  If  large  sums  are 
involved  (ie  in  the  order  of  several 
thousands  of  pounds)  then  the  failure 
to  employ  a  security  firm  or  use  specially 
protected  vehicles  could  well  result  in  a 
claim  for  negligence  against  the  employer 
if  an  attack  took  place  and  an  employee 
was  injured. 

Time  off  ruling 

A  ruling  has  now  been  given  which 
concerns  the  right  of  employees  to  have 
time  off  to  perform  public  duties  (service 
on  a  council,  school  governing  body, 
health  authority  etc).  When  such  time 
off  is  given,  the  employee  should  not  be 
expected  to  take  up  the  work  he  has  not 
performed  at  some  other  time.  Thus  if 
he  has  two  hours  off  one  morning  he 
should  not  be  expected  to  put  in  this 
time  during  the  remainder  of  the  week. 
It  is  stressed  that  there  is  no  obligation 
on  the  employer  to  pay  the  employee 
for  the  time  off  he  has  to  perform 
public  duties. 

Employment  subsidy 

The  government  subsidy  of  £20  per  week 
for  each  additional  job  provided  by  firms 
employing  under  200  people  is  only  avail- 
able to  manufacturing  firms  in  special 
development  areas  and  not  as  reported 
(C&D  October  13,  p572.) 
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Alarming  news 

A  radio-activated  smoke  and  dye  alarm 
device  has  been  developed  by  Envopak. 
It  can  be  carried  in  any  case  or  con- 
tainer, say  the  makers,  and  the  alarm 
can  be  activated  by  either  the  carrier  or 
an  escort  from  up  to  50  metres  away. 
When  activated  the  dye  is  discharged  for 
approximately  30  seconds  staining  both 
container  and  contents.  Envapak  Ltd, 
Powerscroft  Road,  Sidcup,  Kent. 

Glass  washing 

Jean  Gallay  have  introduced  LAB  905, 
a  fixed  programme  automatic  glassware 
washing  machine  with  a  distilled  de-ion 
ised  rinse  cycle  as  an  optional  extra.  It  is 
available  with  or  without  the  standard 
Gallay  range  of  baskets  and  is  readily 
adaptable  to  accommodate  both  pipette 


and  volumetric  cask  washing  accessories. 
The  machine  can  be  connected  to  either  a 
single  phase  15  amp  or  three  phase  power 
supply  according  to  needs.  Jean  Gallay 
and  Co  (UK)  Ltd,  57a  High  Street,  Hemel 
Hempstead,  Herts. 

Fire  control 

A  range  of  Duo-Mafic  fire  extinguishers, 
(from  £16)  from  Photain  Controls  Ltd, 
are  said  to  have  the  same  features  as  the 
hand  operated  type  but  with  an  auto- 
matic discharging  valve  when  the  ambient 
temperature  reaches  a  set  point.  Photain 
Controls  Ltd,  Unit  18,  Hangar  No  3,  The 
Aerodrome,  Ford,  Nr  Arundel,  West 
Sussex. 

Mobile  bins 

Large  capacity  mobile  garbage  bins  have 
been  introduced  by  Paul  Corbett  Co  Ltd, 
who  claim  they  are  hygenic,  easy  to 
clean  and  handle.  Two  sizes  are  available, 
both  with  close  sealing  lids — 220  litres 


Corbett  mobile  bins 


and  120  litres.  They  have  rubber-tyred 
wheels  on  a  galvanised  steel  axle.  Paul 
Corbett  Co  Ltd,  89  London  Road,  East 
Grinstead,  Sussex  RH19  1EJ. 

Computerised  labels 

An  IMP  system  for  self-adhesive  labels  I 
and  ticket  production  has  been  jointly  I 
produced  by  Norprint  and  Barron  I 
McCann.  The  system  can  be  program-  I 
med  to  produce  many  types  of  label  as  I 
well  as  tickets  and  stock  control  pro-  I 
cedures. 

Up  to  180  characters  per  second  can  I 
be  printed,  at  a  maximum  width  of  I 
335mm.  A  variable  size  character  unit  I 
replaces  the  standard  printer  to  produce  I 
larger  characters,  graphics,  OCR  and  I 
bar  codes.  If  required,  up  to  thirty  differ-  I 
ent  programmes  can  be  entered  into  the  I 
system  before  the  printer  is  activated,  so  I 
freeing  the  operator  for  other  duties.  I 
Norprint,  98  West  Street,  Boston,  Lin-  I 
c.olnshire. 

Pocket  microscopes 

Two  lightweight  illuminated  pocket 
microscope  models  are  available  from 
AMT  Marketing  and  Sales.  One  (£16.99) 
contains  a  comprehensive  graticule  cali- 
brated in  millimeters,  the  other  (£14.99) 
has  a  clear  viewing  head.  Both  are 
125mm  long,  focus  at  20  x  magnification 
and  are  powered  by  1.5v  batteries.  AMT  I 
Marketing  and  Sales,  Little  Oaks,  7  Oak-  I 
lands  Close,  Shaljord,  Surrey. 

Spur  simplify 

Spur  Systems  have  introduced  a  sim-  I 

plified  Readiclip  shopfitting  package  for  I 

delivery  within  four  weeks  from  receipt  I 
of  order. 

The  system,  which  can  be  set  up  I 

simply  and  rapidly  either  by  a  shopfitter  I 

or  the  proprietor,  is  interchangeable  with  I 

Spur's  entire  range  of  standard  wall  I 
mounted    shelving    components.  Spur 

Systems  International  Ltd,  Otter  spool  1 
Way,  Watford,  Herts. 
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NOW  IS 
THE  TIME 

to  stock  up  with 


OPAS 


® 


The  tried  and  trusted 
indigestion  remedy 

Ask  your  Wigglesworth 
representative  about 
bonus  offers 

WIGGLESWORTH  LIMITED 

Westhoughtori  Bolton  BLS  5SL .  Telephone:  0942  811%7 

A  member  ot  thrVVILLOWS  FRANCIS  GROUP 
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Feeding  time  is  Evenflo  time 


Evenflo  gives  you  the  widest  assortment  of 
feeders,  whether  you  want  glass,  plastic  or 
disposables.  And  our  newest  Flintstone 
novelty  feeders  are  big  favourites,  too. 
Another  helpful  idea  from  Evenflo  . . . 
Teats  are  designed  and  colour  coded 
specifically  for  the  different  liquids  Mother 
feeds  her  baby . . .  blue  for  water,  orange  for 
juice,  amber  for  formula,  pink  for  milk. 


In  fact  the  Evenflo  range  consists  of  42 
different  feeding  and  breast  care  products. 

Now  available  locally  through: 
Unichem  Ltd 

Weeny  Tot  baby  products,  Widnes,  Cheshire 
Hugh  Reynolds  Chemist  Sundries,  Edinburgh 
Charles  Steven  Sundries,  Glasgow, 
or  your  Sundries  Wholesaler. 


Mother,  Baby,  gm 

even/la 


We  go  together.  We  grow  together 
Evenflo  Ltd.  36  Acton  St.  London  W.C.I,  Tel:  01-837  9186 


Available  !Oth-22nd  December  1979 


December's  Me 


II 
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m  Conditioner 


S.  R.  Toothpaste 


m 


ears  Shampoo 


P 


Why  not  become 
part  owner  of  your 
own  wholesale 
organisation  ? 


1 
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>ers  Bargains 


Elnett  Hairspray 


REDUCED  BY 


Radox  Salts 


18% 


Pennywise 


REDUCED  BY 


Send  off  this  coupon. 

I  am  an  independent  retail  pharmacist  and  would 
welcome  more  information  about  UhiChem. 

Name  


Address 


Date 


Send  to:  UniChem,  Crown  House,  Morden,  Surrey.  SM4  5EF 


CSI 

a 


December  1  1979 


Chemist  &  Druggist  893 


Follow  the  leader. 

Andrex  is  miles  out  in  front.  Still  offering  your  customers  softness, 
strength  and  length,  all  in  one  pack. 
The  Andrex  puppy  is  on  full  view  all  the  year  round,  with  continuous 
appearances  on  television,  backed  with  full-colour  press  advertising. 

There  are  also  even  more  big  value  consumer  promo- 
tions planned  for  1980. 

This  is  why  Andrex  business  is  such  good  business, 
and  why  it  outsells  even  its  nearest  competitor  by  more , 
than  three  to  one. 

Andrex  still  sets  the  pace. 

Soft,  strong  and  very  long. 

Andrex :  is  a  Bowater  +  Scott  quality  product. 
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C  D  SUPPLEMENT 

contraceptives 


FURTHER  TREND  TO 
OTC  PRODUCTS 


The  trend  away  from  the  "pill"  back  to 
barrier  methods  of  contraception  con- 
tinues, with  chemists  increasing  their 
share  of  the  OTC  market. 

Sales  of  the  sheath  through  indepen- 
dents increased  by  7  per  cent  during  the 
months  February  to  July,  with  the 
multiples  doing  even  better,  according 
to  LRC  Products  Ltd,  makers  of  Durex 
brands.  During  this  time  the  number  of 
prescriptions  for  oral  contraceptives  fell 
by  one  tenth. 

The  diaphragm  has  also  gained  in 
popularity,  with  sales  up  by  one  tenth 
compared  with  last  year. 

LRC  put  a  figure  of  about  £14  million 
at  rsp  on  the  total  OTC  contraceptives 
market.  Last  year  it  was  nearer  £11 
million  and,  although  this  year's  figure 
reflects  the  VAT  increase,  there  has  been 
some  volume  growth.  Chemists  are 
therefore  taking  a  larger  share  of  a 
slightly  increasing  market  but — accord- 
ing to  Ted  Wallbutton,  LRC's  marketing 
controller — independents  are  not  capital- 
ising on  the  opportunities.  Most  of  the 
growth  is  happening  in  the  multiples 
where  these  products  are  usually  well 
displayed  on  the  counter. 

Mr  Wallbutton  believes  some  pharma- 
cists might  think  that  because  they  have 
never  sold  many  contraceptives  in  the 
past  there  is  little  point  in  displaying 
them.  But  this  could  be  the  reason  why 
they  have  previously  lost  sales  to  those 
outlets  which  remove  any  possible  em- 
harassment  of  having  to  ask. 

Pharmacies  'in  right  area' 

Others  may  think  their  pharmacies  are 
not  "in  the  right  area",  that  sheaths  are 
used  only  by  the  "lower  classes".  But, 
according  to  Mr  Wallbutton,  the  opposite 
is  the  case.  "Couples  have  to  be  highly 
motivated  to  use  the  method  consistent- 
ly" he  believes,  and  whereas  the  upper 
middle  class  "educated"  women  in  the 
south  of  England  were  the  first  to  take 
to  the  "pill"  they  were  the  first  to 
abandon  it  in  favour  of  the  sheath.  This 
trend  is  now  moving  northwards,  with 
Yorkshire,  Lancashire  and  Tyne  Tees 
areas  showing  a  larger  increase  in  sheath 
usage  than  the  Midlands. 


The  Family  Planning  Association's 
latest  figures  on  contraceptive  use  relate 
to  1978  When  it  was  estimated  that  about 
11  million  women  were  in  the  fertile 
age  range  (15-44)  of  which  some  eight 
million  were  likely  to  be  sexually  active 
and  at  risk  of  pregnancy.  Of  these,  about 
three  million  women  or  their  partners 
were  not  using  any  reliable  form  of 
contraceptive,  or  were  not  using  one 
regularly. 

The  FPA's  statistics  suggested  that 
40  per  cent  of  the  eight  million  "at  risk" 
women  (3.1  million)  used  the  "pill"  and 
35  per  cent  of  couples  (2.7  million)  re- 
lied on  the  sheath.  Other  methods  were 
— sterilisation  600,000;  intra-uterine  de- 
vices 600,000;  female  barrier  methods 
300,000;    withdrawal    700,000;  rhythm 

Continued  on  p899 


Mr  Paul  Cockrem  (left),  sales  executive,  Chefaro  Proprietaries  Ltd,  and  Mr  lain 
Ledingham,  division  manager,  present  Mr  F.  Boyes,  MPS,  (right)  of  High  Wycombe, 
a  colour  television  which  was  the  first  prize  in  a  recent  competition  sponsored  by 
Horizon  contraceptive  sheaths.  LCR  are  now  running  a  display  competition  using 
the  Durex  stand  (above  right) 
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For  the  men  and  women  of  Britain,  the  chemist  is  also 
something  of  a  medical  adviser. 

Recognising  your  special  knowledge  of  drugs  and 
medicines,  people  will  come  to  you  for  advice  about 
their  aches,  pains  and  anxieties. 

There  is,  however,  one  area  where  your  customers 
may  not  always  want  advice. 

You  know  it:  it's  contraceptives. . 

People  don't  like  asking  for  them  and  will  avoid  even 
discussing  them  with  their  friends. 

It's  not  that  the  matter  is  unsavoury.  Just  personal. 

Bearing  all  this  in  mind  at  Horizon,  we've  developed 
an  attractive  and  effective  way  of  making  contraceptives 
easier  to  buy 

It's  the  Horizon  Family  Planning  Centre.  With  a  seal 
of  approval  from  everybody  who  hates  asking  for 
contraceptives. 

In  addition  to  making  contraceptives  easier  to  buy, 
just  one  unit  gives  your  customers  a  very  wide  choice. 

From  now  on,  people  can  choose  from  our  three 
different  contraceptive  sheaths:  Stimula,®  Tahiti®  or 
Conture®  Or  our  competitor's  sheaths.  Or  creams 
and  foams. 

More  importantly,  our  Centre  brings  one  of  your 


mers 


1 

• 

t  your  helpi 


biggest  profit  makers  from  under  the  counter  and 
introduces  your  customers  to  the  first  desirable 
alternative  to  come  along  in  years. 

A  Centre  will  increase  your  sales  and  could  very  easily 
double  them. 

For  a  free  Horizon  Family  Planning  Display  Unit, 
write  to  Chefaro,  Crown  House,  London  Road,  Morden, 
Surrey  SM4  5DZ. 

Or  telephone  (01 )  542  3402  and  ask  to  speak  to 
Sue  Colly er.  She's  waiting  for  your  call. 

Alternatively  you  can  get  in  touch  with  your  local 
Chefaro  representative. 


A  new  generation  of  contraceptives  from  HORIZON 


durex 


HORIZON 


Horizon  Contraceptive  Sheaths 


Durex®  is  the  registered  trademark  ot  L  R  C  Products  Limited 


DUREX 

HAVE  TAKEN 
A  STAND. 


In  order  for  Durex  pro- 
ducts to  be  in  easy  reach,  we're 
introducing  a  special  display 
dispenser. 

It's  simple  to  put  up  (in  fact 
one  of  our  salesmen  will  do 
that)  and  easy  to  refill.  So  now 
you  can  show  the  whole  range 
of  Durex  products. 

Obviously,  it's  going  to 
save  you  a  lot  of  shelf  space. 
But  more  important,  it's  going 
to  save  some  of  your  more 
sensitive  customers  a  lot  of 
embarrassment. 

Because  let's  face  it,  even 
in  these  enlightened  days,  some 
people  do  find  it  difficult  to  ask 
for  a  packet  of  Durex  sheaths. 

Ask  your  LR/Wright's 
representative  to  explain  the 
special  accompanying  Durex 
promotional  offer. 

We  think  you'll  find  it 
quite  rewarding. 


DUREX  IS  A  REGISTERED  TRADEMARK. 
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The  trend 
to  OTC 
products 
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methods  200,000;  spermicides  used  alone 
100,000;  injectables  (Depo-Provera) 
19,000  (half  yearly  figure). 

These  figures  could  have  changed 
dramatically  over  the  past  year  in  favour 
of  the  sheath. 

Chefaro  Proprietaries  Ltd,  distributors 
of  Horizon  brand,  have  done  their  own 
projections  of  current  usership  based 
on  recent  trends.  Their  figures  are — the 
sheath  about  35  per  cent,  the  "pill"  30 
per  cent,  vasectomy  5  per  cent,  no 
method  7  per  cent,  withdrawal  9  per  cent, 
diaphragm  8  per  cent,  IDU  6  per  cent. 

Other  competition 

Chemists  still  seem  to  face  little  com- 
petition from  other  outlets  for  sheath 
sales.  Family  planning  clients,  although 
they  offer  free  supplies,  do  not  appear  to 
be  making  significant  inroads  into  the 
market.  They  still  tend  to  concentrate 
on  oral  contraceptives  and  female  bar- 
rier methods;  those  women  coming  off 
the  ""pill"  in  favour  of  the  sheath  may 
get  free  supplies  initially  from  the  clinic 
but  usually  come  round  to  the  idea  that 
the  local  pharmacy  is  more  convenient. 
The  number  of  patients  attending  family 
planning  clinics  fell  from  1,518,954  in 
1977  to  1,483,000  in  1978. 

Sales  from  barbers  are  declining  with 
the  trend  towards  unisex  salons,  and 
supermarkets  do  not  seem  to  be  interest- 
ed in  selling  sheaths — possibly  because 
these  products  do  not  fit  in  with  their 
"image"  and  their  customers  are  mainly 
women. 

Mail  order  has  declined  from  a  13-14 
per  cent  share  to  about  a  tenth  of  the 
market,  according  to  Yago  Holdings 
Ltd.  This  company  says  that  sales  have 
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The  thin  contraceptive  - 


A  new  Press  campaign 

polarised  towards  the  larger  mail  order 
companies  and  although  their  own  sales 
are  50  per  cent  up  on  the  previous  year, 
they  have  noticed  a  definite  trend  to  over 
the  counter  sales. 

Only  1  per  cent  of  Yago's  sales  are 
through  chemists,  the  rest  go  through 
mail  order  (58  per  cent),  surgical  shops 
(20  per  cent),  sex  shops  (20  per  cent)  and 
hairdressers  (1  per  cent). 

Advertising  difficulties 

Contraceptives  advertising  is  still  a 
delicate  area  and  manufacturers  are 
continually  surprised  to  find  that  their 
advertisments  are  rejected  on  the  grounds 
of  "good  taste"  by  those  publications 
with  an  abundance  of  half-naked  ladies 
on  their  editorial  pages. 

But  Ted  Wallbutton  thinks  the  Press 
have  done  a  tremendous  job  with  their 
reporting  of  the  Durex-sponsored  speed- 
way, powerboat  and  motor  racing  events 
and  seem  to  be  overcoming  their  resist- 
ance to  this  particular  five-letter  word. 
For  example,  four  years  or  so  ago  the 
Durex-sponsored  car  would  be  described 
as  the  "Team-Surtees"  car  whereas  today 
it  would  probably  be  referred  to  as  the 
"Durex-Surtees"  car.  Sponsorship,  he 
believes,  has  resulted  in  a  significant  im- 
provement in  attitudes  towards  the  sheath 
as  a  method  of  contraception. 

Last  summer's  speedway  and  power- 
boat sponsorship  was  backed  by  the 
national  "Crowd  stopper"  poster  cam- 
paign, which  LRC  believe  was  even 
more  successful  than  the  previous  "Small 
family  car"  poster  in  terms  of  public 
interest.  And  consumer  acceptance  was 
high — only  four  complaints  were  made 
to  the  Advertising  Standards  Authority, 
none  of  which  were  upheld.  Sponsorship 
plans  for  next  year  are  being  finalised. 

Durex  Nu-form  Extra  Safe  is  now  the 
overall  brand  leader,  but  LRC  are  also 
noticing  a  trend  towards  Fetherlite  which 
is  being  supported  by  an  £80,000  national 


Press  campaign  until  December  23. 
Advertisements  are  appearing  in  the 
Daily  Mirror,  Daily  Star,  Sunday  Mirror, 
Sunday  People,  Guardian,  New  Musical 
Express  and  Melody  Maker. 

LRC  recently  introduced  a  new  tower 
display  stand,  currently  on  bonus,  for 
Fetherlite,  Fiesta,  Black  Shadow  and 
Gossamer.  To  help  encourage  the  trade 
to  think  seriously  about  display  and  its 
importance  in  boosting  sales,  LRC  are 
running  a  competition  to  find  the  50  most 
effective  Durex  or  Marigold  glove  dis- 
plays. Until  the  end  of  the  year,  LR/ 
Wright's  representatives  will  take  colour 
photographs  of  displays  using  either  the 
Durex  stand  or  the  Marigold  lightweight 
dumpbin  and  the  best  50  will  win  a  prize 
of  £50. 

Next  year  LRC  will  concentrate  on 
Nu-form  Extra  Safe,  with  more  support 
for  consumer  advertising. 

LRC  have  noticed  a  dramatic  move 
towards  sales  of  the  12-packs.  In  June- 
July  1977,  58  per  cent  of  packets  sold 
were  the  three-packs;  two  years  later 
12-packs  accounted  for  52  per  cent  of 
sales. 

Ian  Sharpe,  product  manager  for 
Horizon,  believes  the  family  planning 
bar — which  provides  display  space  not 
only  for  Horizon  brands  but  also  for 
Durex  and  the  spermicidal  products — 
has  helped  to  reduce  the  embarrassment 
and  mystique  surrounding  these  items. 
Chefaro  have  been  inundated  with  re- 
quests from  chemists  for  the  bar  and 
next  year's  promotional  activity  will 
concentrate  on  new  display  material. 

Horizon  now  has  about  60  to  65  per 
cent  distribution  in  pharmacies  and  Mr 
Sharpe  believes  that  the  family  planning 
bar  boosted  sales  through  pharmacies  of 
all  OTC  contraceptives,  not  just  the 
Horizon  brands. 

Yago  Holdings  Ltd  are  offering  a  free 
gross  of  sheaths  for  every  10  gross  or- 
dered, together  with  free  promotional 
material. 

Potter  &  Clarke  recently  improved  the 
packaging  of  C-film  to  give  a  more  "fe- 
minine appeal".  Advertising  appears 
regularly  in  the  Sun,  Daily  Star  and 
Daily  Express  and  a  booklet,  "Three 
clinical  trial  reports",  is  available  to 
pharmacists. 

Rendell  are  offering  copies  of  the 
consumer  leaflet,  "Responsible  sex",  for 
free  distribution. 

Other  campaigns 

The  Health  Education  Council's  family 
planning  campaigns  for  next  year  are 
still  being  finalised.  The  HEC  hopes  to 
run  both  Press  and  cinema  advertise- 
ments directed  towards  teenagers  but 
finds  that  negotiating  With  the  magazines 
and  British  Board  of  Film  Censors  over 
what  is  offensive  and  what  isn't,  takes 
a  long  time. 
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Their  latest  advertisement,  which  ad- 
vised men  to  buy  contraceptives  from 
"chemists,  barbers  or  slot  machines"  if 
their  girlfriends  were  not  taking  the 
"pill",  was  rejected  by  the  mass  circula- 
tion dailies.  The  advertisement  warned 
that  an  unplanned  baby  was  born  in 
Britain  every  few  minutes. 

Similarly,  the  FPA's  advertising  plans 
for  next  year  are  not  definite  and  depend 
on  what  funds  are  available.  Since  the 
NHS  has  taken  over  most  of  the  clinic 
services  formerly  run  by  the  FPA,  the 
association's  role  is  now  largely  educa- 
tional and  informative.  "There  is  still 
much  to  be  done  in  this  field — the  ig- 
norance that  abounds  is  astonishing  and 
disturbing,"  writes  the  Rt  Hon  Patrick 
Jenkin,  MP,  Secretary  for  Social  Ser- 


vices in  FPA's  1978-79  annual  report. 

When  the  FPA's  new  role  was  an- 
nounced in  1976,  one  of  the  aims  of  the 
next  decade  was  to  cut  by  half  the  an- 
nual total  of  over  100,000  abortions,  by 
improving  information  and  provision  of 
contraceptives.  During  the  past  two 
years  the  Family  Planning  Information 
Service  has  distributed  12  million  leaflets, 
information  sheets  and  booklets. 

Commons  question 
on  'pill'  safety 

"In  the  last  five  years  the  Committee  on 
Safety  of  Medicines  has  received  ap- 
proximately 2,300  reports  from  doctors 
which  have  mentioned  the  contraceptive 
'pill'.  Of  these  about  150  have  described 
fatal  events.  However,  it  does  not  follow 
that  there  is  in  all  cases  a  casual  rela- 
tionship between  the  use  of  the  'pill'  and 
the  reported  deaths  which  may  have 
occurred,  independently. 

The  Secretary  for  Social  Services  was 
asked  in  the  House  of  Commons  recently 
whether  he  was  satisfied  by  current  regu- 
lations which  aim  to  ensure  the  safety 
of  oral  contraceptives. 

Explaining  the  Medicines  Act  licensing 
system,  Dr  Gerald  Vaughan,  Minister 
for  Health,  added  in  a  written  answer. 


Somehope!  Hyou're  aman  ai  kastukthegirl  rishe'son  rhepill 

D«l  you  hw  an  unplanned  baby  11  bom  In  Bnun  and  wtar  a  coniracepiree  rf  ihe'i  noL  Toucan  buy  them 

Tile  trouble  is.  il's  agrealdea!  easier  w  sun  a  baby  If  you'reagiri  you  should  never  rery  on  aman. 

than  you  think. especially  rfyou  take  chances.  Too  can  get  advice  and  free  contraceptives  from 

Aman  takes  a  chance  rl  he  just  hopes  the  girl  is  on  doctors  or  Family  Planning  Omia-  whether  you  are 

theplloris'safe!  maAiedornot. 

A  giri  tikes  a  desperate  chance  rfshe  just  hopes  he'll  Tou'll  find  dinics  listed  In  your  telephone  book. 

TIi  g^e^ano  ^     ' he  ^  "'lKdQW'  you  The  Health  Education  Council 


A  recent  Health  Education  Council 
Press  advertisement 

"On  the  advice  of  the  Committee, 
contraceptive  manufacturers  have  agreed 
to  warn  doctors  of  the  increased  risks 
associated  with  age  and  smoking  and 
suggest  that  alternative  methods  of 
contraception  should  be  advised  for 
women  likely  to  be  affected." 


THERE  AREOTHER 
CONTRACEPTIVE  BRANDS 
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By 


maintaining  just  one  supplier 
of  contraceptives  you  can  find  yourself 
without  stocks  and  with  no  alternative 
supply.  There  are  other  brands  just  as  good, 
just  as  reliable.  There  is  another  major  supplier 
who  can  offer  you  a  fast  and  reliable  supply,  plus  even  bigger  profits. 

Contraceptives  (x  1  gross)  Cost  Retail  Value 

TR1S  —  contoured  £3.60  £16.80 

DERBY  -  extra-fine  £3.30  £14.40 

SETTABELLO  -  lubricated  £3.30  £47.40 

SUPER  SETTABELLO  -  top  quality  condom  £3.60  £16.00 

GRAINLET  -  unique  ripple  effect  £6.25  £45.60 

RON Y  WRINKLE  -  rippled  from  top  to  bottom  £5.40  £26.40 

ZERO  'O'  —  rippled  and  lubricated  £5.40  £31.20 

fViARONY  -  sensitive  lubrication  £5.40  £21.60 

STALLION  &  HEAT  SPRAYS  -  pleasantly  and  profession- 
ally packaged,  they  will  add  a  new,  profitable,  yet  stylish 
dimension  to  your  sales.  Cost  £9.60  per  doz.  Retail  Value  £42. 

First  100  customers  spending  £100  or  more  will 
receive  a  free  pack  of  contraceptives. 
RETAIL  VALUE  £30. 


For  more  information  contact  Robert  Lake  who,  if  you  wish,  will 

arrange  for  a  representative  to  call. 

Contraceptives  International,  Dept  81 

Unit  4,  Commerce  House,  Water  Orton,  Birmingham  B46. 

Tel:  Coieshif)  (0675)  64834 


RENDELLS 


The  solid  unit-dose  spermicide  designed  to 
appeal  to  both  men  and  women  who 
appreciate  the  value  of  a  dual  method  of 
contraception. 

Rendells  sales  have  increased  substantially 
during  1979.  Display  Rendells  with  other 
contraceptive  products  in  your  pharmacy 
and  support  responsible  family  planning. 

Copies  of  the  consumer  leaflet 

"RESPONSIBLE  SEX" 
will  be  sent  for  distribution  free  of  charge 
upon  written  request  to  the  manufacturer. 


W.  J.  RENDELL  LIMITED 
Hitchin,  Hertfordshire 
P.L.0380/5000 
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PROFIT 
FROM 
PORTIA 

A  CENTURY  OF  SERVICE 

HOLDALLS  &  SPONGE  BAGS 
NERISSA'  POWDER  PUFFS 
WATERSPRITE'  FACE  CLOTHS 
BATH  HATS  &  LOOFAH  GLOVES 
MANICURE  REQUISITES 
EASIFIX'  FINGER  STALLS 
MEDICAL  GLASSWARE 
;  JUSTSO'  WRIST  STRAPS 

SEE  OUR  SKIN  PACKED  RANGE 

ASK  FOR  FULL  LISTS 

PORTIA 

V   / 

Manufactured  by  SOLPORT  BROS.  LTD. 
Goring  by  Sea,  Worthing,  Sussex,  England 
Tel:  Worthing  (0903)  44861.  Telex  87109. 


PUT  SPUR  AND  READICLIP  TOGETHER 
AND  HALVE  THE  COST  OF  A  REFIT. 


You  can  spend  a  fortune  getting  your  business 
^tted  out  with  modern  shelving  and  displays. 
But  there's  no  need  to. 
For  we've  devised  a  system  that  combines 
conomic,  super-strong,  wall-mounted  Spur  adjustable 
helving  with  low-cost,  easy-to-assemble  Readiclip 
eestanding  units. 

If  you  wish,  you  can  easily  put  it  together  yourself, 
Hake  a  really  professional  job  of  it,  and  save 
jistallation  charges. 

Whaf  s  more,  we'll  give  you  the  help  you  want  in 
lanning  and  layout  free  and  without  obligation,  ^n*-*. 
Just  clip  the  coupon  and  see  how  Spur  and  Jf  6^  y£$y ! 


•START  CUTTING  COSTS  HERE ■  1 


To:  Spur  Systems  International  Ltd, 

Otterspool  Way,  Watford,  Herts.  Telephone:  Watford  26071. 
Please  mail  me  a  Spur-Readiclip  brochure. 

Name  CD/1/12 

Type  of  business  

Address 


Telephone 


eadiclip  can  clip  the  costs  for  you. 


CLIP 
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UK  research  suggests  consumers 
will  accept  checkout  scanning 


Fine  Fare  research  has  revealed  a 
healthy  consumer  acceptance  of  check- 
out scanning,  the  electronic  system  of 
identifying  goods  at  point  of  sale, 
according  to  the  company's  financial 
director,  Mr  David  Barrett. 

Of  the  223  shoppers  surveyed,  64  per 
cent  said  they  would  not  mind  if  the 
price  were  not  on  the  product  provided 
it  was  stated  on  shelf  and  there  was  a 
full  till  receipt.  Eighty-six  per  cent  pre- 
ferred to  switch  to  scanning.  This  con- 
trasts with  US  experience,  which  has 
usually  been  quoted,  where  46  per  cent 
of  200  shoppers  preferred  price  on  packs. 

Mr  Barrett  was  speaking  at  the 
"Launch  of  Checkout  Scanning"  confer- 
ence in  London  last  week.  The  confer- 
ence was  sponsored  by  the  Article 
Numbering  Association,  Food  Processing 
Industry,  Packaging  Review,  and  Super 
Marketing. 

Other  results  to  emerge  from  Fine 
Fare's  survey  were  that  43  per  cent 
thought  scanning  would  speed  up  the 
checkout.  90  per  cent  thought  queues 
would  shorten,  one  per  cent  believed 
erors  would  be  more  lik  /,  2  per  cent 
expected  prices  would  be  lower  but  55 
per  cent  thought  there  would  b;  no 
effect  on  prices,  35  per  cent  thought 
shopping  would  be  more  pleasant  whilst 
66  percent  expected  no  difference,  12  per 
cent  said  they  would  visit  the  trial  store 
more  often,  and  32  per  cent  thought 
they  would  be  more  likely  to  check  their 
receipts. 

ANA  members  up  30pc 

Mr  John  Prout,  director  of  Nestles 
an'J  vice-chairman  of  ANA,  described 
tht  background  to  the  formation  of  a 
Euiopean  article  numbering  system,  and 
then  presented  the  conclusions  of  a 
group  which  visited  America  to  study 
the  experience  there.  The  number  of 
installed  scanning  systems  in  the  US 
increased  from  210  at  the  end  of  1977 
to  560  at  the  end  of  1978  and  was  1,112 
at  the  end  of  August  1979.  Membership 
of  the  American  uniform  product  code 
is  about  8,000,  compared  with  309  mem- 
bers of  ANA  (the  European  equivalent). 
However,  with  the  launch  of  checkout 
scanning  ANA  membership  has  increas- 
ed by  30  per  cent. 

In  summary,  Mr  Prout  said  the  main 
conclusions  were  that  there  now  ap- 
peared to  be  a  high  level  of  acceptance 
by  retailers  and  customers  and  an 
absence  of  problems.  However,  retailers 
spent  a  great  deal  of  effort  on  consumer 
relations  to  achieve  acceptance.  There 
was  little  evidence  of  the  system  being 
used  away  from  the  "front  end"  (point- 
of-sale) — ordering  and  communications 
facilities  were  not  utilised.  A  high  pro- 
portion of  goods  were  coded  but  pressure 
by  retailers  not  to  stock  num'ber-coded 
products  was  growing — most  prefer  bar 


Mr  David  Barrett,  Fine  Fare 


coded  items.  The  bar  code  allows  scan- 
ning whereas  number  codes  must  be 
punched  in  to  a  cash  register  terminal. 

Mr  Barry  Grange,  Tesco,  returned  to 
the  use  of  systems  beyond  the.  front  end. 
He  thought  it  unlikely  the  UK  could 
expect  the  same  advantages  of  scanning 
as  with  US  because  of  the  different 
efficiencies  between  the  two  countries' 
checkouts.  However  he  expected  im- 
provements in  cash  and  stock  control, 
market  research,  shrinkage  control  and 
price  sensitivity.  In  the  US  priority  was 
given  to  installing  scanners  and  then 
development  was  considered  later.  In 
Europe,  the  two  needed  to  be  introduced 
hand  in  hand  for  maximum  potential. 

Preparation  was  the  key  to  successful 
conversion  to  scanning  systems,  said 
Mr  Lawrence  Denton,  Retail  Manage- 
ment Services.  US  experience  suggested 
approximately  10  months  were  required 
to  organise  the  conversion  during  which 
training  at  all  staff  levels  was  necessary. 
During  his  vi  t  to  the  US,  Mr  Denton 
said,  he  encountered  only  one  operator 
that  had  introduced  scanning  without 
success.  It  seemed  none  of  the  recom- 
mended steps  had  been  carried  out.  The 
result — utter  confusion. 

From  US  retailers,  Mr  Denton  learned 
that  an  in-store  information  leaflet  issued 
prior  to  the  introduction  of  scanning  was 
much  appreciated  by  customers.  Store 
managers  were  keen  that  senior  manage- 
ment were  visible  at  the  checkout  during 
the  introduction  of  scanning. 

Scan  or  disappear 

The  successful  supermarket  companies 
of  the  1980s  will  adopt  and  use  scanning 
to  strengthen  operations — the  others  will 
disappear,  predicted  Mr  William  Oddy, 
president  of  Jewel  Associates,  a  US  chain 
store  group.  The  marketing  expert  of 
the  '70s,  lacking  the  kind  of  data  that 
scanners  generated,  would  be  out-of-date 
in  the  '80s  he  said. 

A  call  for  all  parties  to  co-operate  to 
their  mutual  advantage  came  from 
Mr  Brian  Douss,  chief  executive,  Birds 


Mr  Mike  Fensome,  Beecham  Foods 


Eye  Foods.  Packs  must  be  source 
marked  with  bar  codes  as  soon  as  pos- 
sible, he  said,  so  that  codes  could  be 
incorporated  into  new  pack  designs 
when  they  were  due.  That  way  they 
could  be  introduced  at  a  manufacturer's 
own  pace.  If  introduction  were  left  until 
later  learning  would  be  rushed,  and  pack 
changes  would  be  forced.  Questions  to 
ask.  he  suggested,  were:  Was  there  a 
better  way  than  having  reams  of  com- 
puter print  out  paper?;  were  lasers  solely 
a  checkout  tool?  He  thought  the  needs 
were  to  reduce  data  entry,  reduce  or 
remove  paper,  speed  reconciliation  of 
orders  and  thereby  increase  access  to 
orders  and  improve  customer  service. 

All  Beecham  food  brand  packs  would 
carry  bar  codes  by  autumn  1980,  said 
marketing  group  manager.  Mr  Mike 
Fensome.  The  wrinkles  should  have 
been  ironed  out  by  the  time  retailers 
have  scanners  to  any  great  extent,  he 
predicted.  He  thought  that  once  bar  | 
codes  were  in  common  use  computers 
could  communicate  directly  and  the  sales 
force  could  be  dispensed  with  except  for 
a  merchandising  team. 

The  conference  was  chaired  by  Mr 
Donald  Harris,  chairman  of  ANA,  and 
organised  by  Scott  Verner  Ltd. 


Chelsea  history 

Sixty  years  of  "Pharmacy  at  Chelsea" 
are  celebrated  in  a  booklet  written  by  two 
distinguished  former  members  of  the 
staff,  Mr  D.  C.  Harrod  and  Professor 
E.  J.  Shellard,  and  dedicated  to  the 
School's  first  head,  1919-59,  Mr  Charles 
Morton.  The  C&D  cartoon  by  the  late 
W.  M.  Hutson  ("Hut")  on  the  occasion 
of  Mr  Morton's  retirement  is  among  the 
illustrations.  Copies  of  the  publication 
are  available  to  former  and  present  staff  j 
and  pupils  at  £2.25  post  free  (£3.00  to  j 
others)  from  the  departmental  secretary, 
Miss  M.  Spurling,  Department  of  phar- 
macy, Chelsea  College,  Manresa  Road, 
London  SW3  6LX. 


902    Chemist  &  Druggist 


December  1  1979 


A  smooth 
operator 
in  a  rough 
market 


Hard  skin  and  stains  are  unsightly  features 
on  any  hand  or  foot.  A  perpetual  problem  to 
people  from  all  walks  of  life. 

Coral  pumice  stone,  available  in  three 
attractive  bathroom  colours  as  well  as  the 
traditional  natural  grey,  will  smooth  away 
your  customers  problems. 

A  full  supporting  advertising  campaign  in 
the  major  womens  magazines  will  launch 
the  new  pumice  from  Coral  this  Autumn 


The  Unique  packaging 
and  the  competitive  price 
of  59p  RRP  makes  Coral 
the  natural  choice  for  you 
and  your  customers. 

For  further  information 
contact  your 
DE  WITT  INTERNATIONAL  LTD 
I  representative 
I        Tel:  01-539  3334 


ACTS  IN  SECONDS- 
TOR  UPTO  8  HOURS 


NEW!  Plastic 
dropper  bottle 

with 
drop  control 


VlCKS 

spray  binex 


Sinex 

DECONGESTANT 

nose 
drops 


nasal  see 


nose  drop5 

mm  stuffy  nose'** 

'H'ce  nasal 


*  in  seconds-  //. 
jGESTA"  forupto8hours 


A  product  from  Avoca  Pharmaceutical  Products  Ltd. 


The 
Dynamic 

Duo 

Sinex  nasal  spray  has  been  the  brand  leader 
in  the  decongestant  market  for  years  and  a  sure 
profit  earner  for  you. 

Now  our  hero  teams  up  with  new  Sinex  nose 
drops  to  make  an  unbeatable  duo  that  will  take 
the  country  by  storm  this  winter. 

They  star  in  a  spectacular  £550,000  national 
TV  campaign  that  runs  from  October  right  through 
to  February  reaching  the  screens  of  your  customers 
time  and  time  again. 

Put  the  dynamic  duo  to  work  for  you,  stock 
and  display  Sinex  nasal  spray  and  Sinex  nose  drops 
and  watch  the  profits  roll  in. 

VlCKS 

to  care  for  coughs  &  colds 
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PROFESSIONAL  NEWS 

Pharmaceutical  Society  of  Northern  Ireland 

Clothier  rural  area 
proposals  not  for  Nl 


The  Clothier  report  recommendations 
on  rural  dispensing  should  not  be  applied 
to  Northern  Ireland,  suggest  the  main 
organisations  in  NI  pharmacy. 

At  its  November  meeting,  the  Phar- 
maceutical Society  of  Northern  Ireland's 
Council  discussed  a  report  from  Council, 
Ulster  Chemists'  Association  Executive 
Committee,  and  the  Pharmaceutical 
Contractors'  Committee. 

Mr  J.  Kerr  and  Mr  T.  O'Rourke  ex- 
plained that  doctor  dispensing  was  not 
the  problem  in  Northern  Ireland  that  it 
appeared  to  be  in  England.  The  system 
in  Northern  Ireland  while  not  perfect, 
had  worked  reasonably  well.  The  recom- 
mendation was  adopted. 

The  joint  Committee  had  also  con- 
sidered a  paper  prepared  by  the  Depart- 
ment of  Health  on  "Health  centres — 
pharmacy  charges".  The  object  was  to 
introduce  a  standard  scale  of  charges  for 
services  provided  for  health  centre  phar- 
macies. 

To  obtain  the  view  of  pharmacists 
practising  at  health  centre  pharmacies, 
Council  agreed  to  send  them  a  copy.  An 
invitation  would  be  extended  to  each  of 
the  10  pharmacies  to  send  a  representa- 
tive to  a  meeting  of  the  joint  committee 
on  December  6,  in  the  Society's  House 
when  the  paper  would  be  discussed  in 
detail. 

Services  for  the  elderly 

The  Department  of  Health  has  in- 
formed Council  that  a  Committee  whose 
membership  was  drawn  from  the  Depart- 
ment and  the  medical,  nursing  and  social 
work  professions  together  with  a  repre- 
sentative from  Age  Concern,  had  re- 
cently been  appointed  to  review  the 
health  and  personal  social  services  pro- 
vided for  elderly  people.  The  Com- 
mittee's terms  of  reference  were  "To 
review  the  provision  of  health  and  social 
care,  including  preventive  service  for 
the  elderly  in  Northern  Ireland  so  as  to 
secure  in  the  light  of  the  resources  likely 
to  be  available  the  best  and  most  cost 
effective  use  of  services;  to  ensure  the 
optimum  use  of  existing  resources  with 
particular  emphasis  on  the  contribution 
of  the  voluntary  section;  to  indicate  the 
direction  in  which  development  should 
take  place  showing  the  cost  of  options 
put  forward  and  suggesting  priorities; 
and  to  make  recommendations  to  the 
Department  within  the  year". 

Council's  views  were  sought  on  present 
and  future  use  and  provision  of  services 
for  the  elderly  bearing  in  mind  the  terms 
of  reference  and  the  letter  asked  if 
Council  would  be  willing,  if  requested,  to 
give  oral  evidence.  A  reply  was  reques- 


ted by  January  11,  1980.  Mrs  C.  B.  A. 
Watson  said  she  came  across  instances 
where  changes  could  be  introduced  to 
the  advantage  of  elderly  people.  She 
wondered  whether  Council's  comments 
were  intended  to  be  confined  to  the  phar- 
maceutical service.  The  secretary,  Mr  W. 
Gorman  is  to  prepare  a  paper  for  con- 
sideration at  the  next  Council  meeting. 

Name  removal  warning 

A  Notice  of  Motion  in  the  name  of 
Mr  G.  E.  Mcllhagger  "That  the  names 
of  those  members,  associates  and  stu- 
dents of  the  Society  who  have  not  paid 
the  retention  fee  for  the  current  year  be 
removed  from  the  appropriate  Register 
with  effect  from  December  8,  1979"  was 
passed.  The  secretary  said  43  members 
had  not  yet  paid  but  of  those  12  had 
requested  that  their  names  be  removed. 
The  names  and  addresses  of  those  con- 
cerned would  be  sent  to  the  Registrar  so 
that  those  conducting  pharmacies  could 
be  contacted  before  December  8. 
The  secretary  said  he  had  been  ap- 
proached by  a  member  of  the  Society 
who  had  informed  him  that  he  would 
not  be  supplied  with  certain  crop  pro- 
tection products  unless  he  registered  by 
January  1,  1980,  with  the  British  Agro- 
chemical  Supply  Industry  Scheme.  After 
making  inquiries,  he  had  learned  that 
pharmacists  in  Great  Britain  could  be 
exempted  registration  under  the  scheme 
provided  they  observed  a  code  of  con- 
duct for  distributors  of  the  crop  protec- 
tion products. 

When  an  inspector  made  his  routine 
call  on  such  an  exempted  pharmacy  he 
then  ensured  that  the  code  of  conduct 
was  being  complied  with.  Accordingly 
the  secretary  said  he  had  written  to  the 
Basis  registration  board  asking  for  ex- 
emption from  registration  for  a  number 
of  pharmacy  premises  in  Northern  Ire- 
land where  the  products  were  presently 
offered  for  sale. 

Reports  from  the  Finance  and  General 
Purposes  Committee  were  adopted.  Aris- 
ing out  of  discussion  on  the  former  the 
treasurer  and  secretary  were  asked  to 
obtain  details  of  the  income  and  expen- 
diture for  the  present  year  and  to  esti- 
mate whether  expenditure  would  exceed 
income  at  July  31,  1980.  The  composition 
of  the  Committees  is  as  follows:  — 
Education:  Messrs  Chambers,  Dillon, 
McDonald,  Mcllhagger,  Mrs  O'Rourke 
(chairman),  Dr  Swanton,  Miss  Watson, 
Professor  D'Arcy  and  Professor  Grigg. 
Ethical  and  Law:  Messrs  Dillon,  Gal- 
braith,  Giles,  Hall,  Hunter,  Kerr  (chair- 
man), Moore  and  Miss  Watson. 
Finance  and  House:  Messrs  Bolon,  Craw- 


ford, Dillon,  Mcllhagger,  Napier  (chair- 
man), O'Rourke,  Mrs  Watson,  Miss 
Watson  and  Mr  Pollock. 
General  Purposes:  Messrs  Dillon  (chair- 
man), Hunter,  Kerr,  Mcllhagger,  Moore, 
Napier,  Mrs  O'Rourke,  Dr  Swanton  and 
Miss  Watson. 

It  was  agreed  to  nominate  Mrs  Muriel 
Singleton,  MPS,  department  of  phar- 
macy, the  Queen's  University  of  Belfast, 
as  the  Society's  examiner  in  pharmaceu- 
tical legislation. 

Applications  for  registration  as  stu- 
dents were  granted  to  Frances  Anne 
Kerr,  34  Edenmore  Street,  Londonderry 
BT48  7JP,  and  Thomas  Albert  Gordon 
Uprichard,  85  Killycomain  Road,  Porta- 
down,  Craigavon,  co  Armagh. 


LETTERS 

Standards 

I  feel  I  must  take  Mr  Appelbe  to  task 
over  some  of  the  points  he  made  at  the 
Scottish  conference  concerning  stan- 
dards. 

First  of  all,  his  own  table  of  compari- 
sons shows  a  general  picture  of  improve- 
ment over  the  five  years  under  survey. 
Secondly  he  comments  on  the  many 
problems  stemming  from  the  "mixed 
economy". 

There  is  only  one  real  problem,  and 
that  is  the  consistent  and  wilful  refusal 
over  the  last  few  years  of  the  Depart- 
ment of  Health  to  pay  a  fair  price  for 
National  Health  dispensing.  Whilst  our 
dispensaries  occupy  our  time,  money  and 
attention,  and  yet  yield  little  or  no 
profit,  so  long  will  pharmacists  turn 
their  hands  to  anything  to  support  their 
declining  incomes,  or  face  the  fact  that 
they  must  go  out  of  business. 

The  current  campaign  on  professional 
status  kicked  off  with  the  public  relations 
adviser,  and  he  and  Mr  Appelbe  are 
treading  a  well  worn  path.  We  have 
heard  the  same  old  story  over  and  over 
again.  Yet  whenever  any  member  of 
the  Society  asks  "what  about  the  money 
to  pay  for  all  this?",  the  same  old  answer 
comes  back,  "the  Society's  charter  pro- 
hibits involvement  in  matters  of  re- 
muneration". 

Of  course  if  we  all  did  the  impossible 
and  achieved  the  Utopian,  highly  ethical, 
intensively  manned,  super-professional 
pharmacy,  Mr  Appelbe  would  be  happy. 
But  then  we  would  be  bankrupt  and 
Mr  Appelbe  could  perhaps  find  himself 
out  of  a  job. 
Laurie  Evans 
Southampton 

In  the  black 

Now  that  the  bank  rate  has  reached  a 
new  "high",  is  it  not  an  appropriate  time 
for  suppliers  to  re-introduce  prompt 
settlement  discounts  for  those  who  may 
be  fortunate  enough  to  be  able  to  do  so? 
"Percentage" 

More  letters  on  p906 
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Saffron 
breast  reliever 


Mother 

Mother  &  Baby 
Nursing  Mirror 
Midwife,  Health  Visitor 
&  Community  Nurse 


Advertisements  appearing 
in  the  consumer  and  nursing  press 

Check  your  stocks  NOW! 

Order  from  your  usual  wholesaler 
Ask  about  the  complete  Saffron  range 


Saffron 


Specialised  plastics 
5  Rowlands  Road  Worthing  W.  Sussex  BNll  3JJ 
Telephone  Worthing  (STD  0903)  34034 


THE  TRADE  PRESS 
IN  BRITAIN 


The  Trade  Press  in  Britain 


Chief  executives  are  avid 
readers  of  the  Trade  Press. 
Half  of  them  regularly  read  at 
least  five  trade  journals. 
Nine  out  often  get  most  of 
their  authoritative  information 
on  their  industries  from  the 
the  Trade  Press. 
And  they  rely  on  it  more  than 
any  other  medium  for  assessing  future  prospects. 
These  are  just  some  of  the  findings  of  a  new  research 
study  commissioned  by  Benn  Publications.  As  well 
as  chief  executives,  we  talked  to  marketing  directors 
and  advertising  agents.  Some  surprising  new  facts 
and  opinions  emerged  which  emphasize  the  need 
for  a  fresh  look  at  the  role  of  the  Trade  Press  in 
reaching  decision  makers  in  trade  and  industry. 

We've  published  the  results  in  a  32-page  report  'The 
Trade  Press  in  Britain'.  Write  for  a  complimentary  copy 
to  Marketing  Services  Department,  Benn  Publications 
Limited,  25  New  Street  Square,  London  EC4A  3JA. 
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Winning 
Double 


For  over  50  years  VICKS  Vaporub  has  been 
the  BIG  profit  earner  in  the  chest  rub  market. 

More  recently  MediNite  created  a  completely 
new  profit  area. 

Now  these  successful  brands  combine  in  a  new 
sales  strategy  that  will  push  sales  up  and  increase 
profits  even  further. 

Be  sure  that  your  stocks  of  both  brands  are 
high  to  maximise  the  impact  of  this  year's  heavy 
national  TV  advertising  which  runs  right  through 
the  winter. 

VICKS  Vaporub  and  MediNite  are  a  huge 
success  in  their  own  right -together  they  make  a 
winning  double. 

Trust 

VlCKS 

to  care  for  coughs  &  colds 
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COMPANY  NEWS 

Exchange  rates 
hit  Beecham 

Beecham  Group  Ltd  profit  before  tax 
fell  to  £65m  (from  £72.7m)  in  the  half 
year  to  September  30.  This  was  on  sales 
up  from  £449.2m  to  £507. 5m.  The  direc- 
tors, who  have  declared  an  interim 
Ordinary  dividend  of  2.88p,  say  that 
changes  in  exchange  rates  have  reduced 
the  profit  on  exports  by  some  £2m. 

More  photochromic 

Chance  Pilkington,  manufacturers  of 
Reactolite  Rapide  photochromic  glass, 
are  to  double  their  photochromic  pro- 
duction capacity  in  the  summer  of  1980, 
bringing  it  to  four  times  that  available 
at  the  beginning  of  1979. 

Share  change  at 
British  Tissues 

Oy  Nokia  AB  are  to  buy  the  25  per  cent 
stake  in  British  Tissues  Ltd  held  by 
G.  A.  Serlachius  Oy.  Nokia  will  then 
hold  50  per  cent  of  British  Tissues'  share 
capital,  the  other  50  per  cent  being  held 
by  Wiggins  Teape  Ltd  and  Smith  and 
Nephew    Associated    Companies  Ltd 


A  British  Standard  specification  (5757) 
has  been  published  for  toothbrushes. 
Most  of  the  specification's  requirements 
regarding  quality  and  durability  are  met 
by  reputable  manufacturers. 

The  most  important  requirements,  re- 
lating to  stiffness,  are  the  subject  of  a 
rigorous  test  procedure  and  calculations. 
They  ensure  that  a  brush  marked  as 
complying  with  the  standard  will  have 
its  stiffness  grade  indicated  on  the  pack- 
age. The  grades  relate  to  the  stiffness  of 
individual  filaments,  therefore,  because 
of  different  packing  densities,  two 
brushes  of  the  same  grade  may  feel 
different  to  the  user.  However  this  varia- 
tion in  the  feel  of  brushes  in  the  same 
grade  is  small  because  variation  in  pack- 
ing density  is  also  controlled  by  the 
specification. 

Apart  from  the  test  procedures,  one 
of  the  main  improvements  over  the 
manufacturers'  previous  code  of  stiffness 
grading  is  the  control  of  variations  in 
length  (trim)  within  the  same  brush. 
This  is  because  stiffness  is  a  function  of 
length,  therefore  having  markedly  differ- 
ent filament  lengths  in  the  same  brush 
makes  it  difficult  to  give  the  brush  a 
meaningful  stiffness  grading.  It  was  con- 
sidered that  an  average  would  be  mis- 
leading. 

Most  manufacturers  will  comply  with 
those,  and  other,  dimensional  require- 
ments. The  majority  of  brushes  currently 
in  favour  with  periodontists  and  dental 
hygienists  are  of  straight  level  trim. 

There  are  four  stiffness  grades:  extra 


through  a  joint  holding  company. 

British  Tissues  manufacture  and  mar- 
ket a  range  of  domestic  and  industrial 
tissue  products  under  the  brand  names 
Dixcel,  Glen,  Cresco  and  private  labels, 
as  well  as  tissue  and  light-weight  papers 
for  sale  in  bulk.  Nokia  interests  include 
timber,  pulp,  paper  and  tissue  activities 
in  Finland. 

ICI  do  better 

Imperial  Chemical  Industries  Ltd  profits 
before  tax  for  the  first  nine  months  of 
1979  are  up  from  £334m  to  £415m,  on 
sales  up  17  per  cent  from  £3,341  to 
£3,893.  However,  both  sales  and  profits 
were  lower  in  the  third  quarter  than  in 
the  second,  with  selling  price  increases 
more  than  offset  by  reductions  in  vol- 
ume, higher  pay  for  UK  employees  and 
raw  materials  price  increases.  Oil  trading 
profits  continued  to  make  a  considerable 
contribution  to  group  results. 

Appointments 

British  Tissues  Ltd:  Mr  K.  R.  Kemp, 
chairman  of  Smith  and  Nephew  Asso- 
ciated Companies  has  been  appointed 
chairman  in  succession  to  the  late 
Mr  R.  V.  Olsen. 

LRC  Products  Ltd:  Mr  Chris  Bell  has 
been  appointed  marketing  manager  for 
the  household/Wright's  division.  He 
joins  LRC  from  Bristol-Myers. 


soft,  soft,  medium  and  hard,  and  these 
represent  a  geometrical  progression  of 
stiffness.  For  example  the  medium  grade 
is  twice  as  stiff  as  the  soft.  There  is 
nothing  new  in  the  grades,  which  agree 
with  the  accepted  grades  quite  closely. 

The  point  of  the  BSI  grades  is  that  a 
brush  must  comply  with  its  labelling. 
This  has  not  always  occurred  in  the  past 
and  many  currently  available  brushes  are 
not  labelled  with  a  stiffness  grade. 

There  are  three  sizes  of  brush,  called 
A  (adult),  B  (youth)  and  C  (child).  The 
hard  stiffness  grade  may  not  be  used  for 
categories  B  and  C. 

If  a  package  states  that  the  filament 
ends  have  been  specially  treated,  at  least 
50  per  cent  of  the  filaments  in  a  brush 
must  be  shown  (optically)  to  fulfil  the 
requirements  of  the  specification.  How- 
ever there  is  nothing  in  the  specification 
that  requires  any  special  treatment  of 
the  filament  ends. 

Like  most  British  standards  there  is 
no  compulsion  on  manufacturers  to  use 
it.  A  manufacturer  may  make  some 
brushes  which  comply  with  the  specifica- 
tion and  others  which  do  not.  The  com- 
mittee which  prepared  the  standard 
hopes  that  manufacturers  will  cover  the 
ranges  of  size  and  stiffness  in  at  least 
one  style,  thus  enabling  the  user  to 
select,  and  the  dentist  to  prescribe,  the 
preferred  stiffness  with  confidence. 

The  specification  (which  will  be  re- 
viewed one  year  after  publication)  is 
available  from  the  Publications  Manager, 
101  Pentonville  Road,  London  Nl  9ND. 


LETTERS 

Continued  from  p904 

Peppermint  oil 
capsules  warning 

Our  attention  has  been  drawn  to  an 
article  by  Cedric  Carne  in  the  Sunday 
Express  November  18,  1979,  referring  to 
the  use  of  "peppermint  oil  capsules"  in 
the  treatment  of  irritable  bowel. 

This  article  was  clearly  inspired  by  a 
paper  in  the  British  Medical  Journal, 
October  6,  where  a  group  of  clinicians 
reported  their  successful  use  of  an 
enteric  coated  capsule  of  peppermint 
oil.  The  capsule  to  which  the  BMJ  paper 
refers  is  not  yet  available  commercially, 
although  we  expect  to  market  it  when  a 
licence  is  issued.  We  will  be  happy  to 
supply  further  information  to  doctors  or 
pharmacists  on  request. 

The  purpose  of  this  letter  is  to  warn 
pharmacists  who  may  be  asked  to  pre- 
pare peppermint  oil  capsules  extempor- 
aneously that  it  is  essential  that  the  cap- 
sules are  enteric  coated;  the  use  of  un- 
coated  capsules  may  lead  to  gastric 
irritation. 
D.  Slagel 

Managing  director, 
Tillotts  Laboratories, 
Henlow,  Beds. 

In  the  trial,  0.2ml  peppermint  oil  was 
placed  in  gelatin  capsules  (Elanco  LOK 
caps)  which  were  then  coated  with  a 
cellulose  acetate-phthalate  solution  to 
prevent  disintegration  within  the  stomach 
— Editor. 

Discounts 

It  appears  to  have  been  overlooked  by 
most  parties  that  the  discounts  offered 
to  pharmacists  are  not  as  salubrious  as 
is  imagined.  Most  pharmacists  use  three 
suppliers  who  offer  no  discount  on  the 
first  £1,000  of  business.  Thus  the  first 
£3,000  of  payment  for  ingredients  is 
strictly  net. 
Roger  K.  Crawshaw 
Ramsbottom,  Bury 

How  this  factor  affects  rural  pharmacies 
in  particular  was  spelled  out  by  PSNC 
deputy  chairman,  Mr  David  Coleman,  at 
Ely  recently  (C&D  October  20,  p633)— 
Editor. 

COMING  EVENTS 

Monday,  December  3 

East  Metropolitan  Branch,  Pharmaceutical  Society, 

Churchill  Room,  Wanstead  Library,  Spratt  Hall 
Road,  Wanstead  London  E11  at  7.30  pm.  Discussion 
of  resolutions  for  the  1980  branch  representatives 
meeting  followed  by  wine  and  mince  pies. 
Stockport  Branch,  Pharmaceutical  Society,  Alma 
Lodge  Hotel,  Stockport,  at  8  pm.  Mr  J.  B.  Schofield 
on  "Stately  homes  of  England". 
South  East  Federation,  National  Pharmaceutical 
Association,  Kent  and  Sussex  Hospital  postgraduate 
centre  lecture  hall,  Mount  Ephraim,  Tunbridge 
Weillls,  at  7.45  pm.  Mr  J.  WHford  (chairman  NPA) 
on  "Where  do  we  go  from  here?" 

Tuesday,  December  4 

Fife  Branch,  Pharmaceutical  Society  and  National 
Pharmaceutical  Association,  Royal  Albert  Hotel, 
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Kirkcaldy,  at  7.45  pm.  Mr  T.  Astill  (deputy  secretary 
NPA)  on  "New  laws  and  the  pharmacist". 
Teesside  Branch,  Pharmaceutical  Society,  North 
Tees  Hospital  postgraduate  centre,  at  7.45  pm. 
Demonstration  of  cameras. 

Swindon  Branch,  Pharmaceutical  Society,  Frenchay 
Hospital  postgraduate  centre,  Bristol.  Legislation 
refresher  course. 

Northumbrian  Branch,  Pharmaceutical  Society, 

Stephenson  Room,  Centre  Hotel,  New  Bridge  Street, 
Newcastle,  at  7.30  p.m.  Dr  A.  Thorley  (consultant 
psychiatrist)  on  "Alcoholics  and  alcoholism". 
North  Metropolitan  Branch,  Pharmaceutical  Society, 

Whittington  Hospital  postgraduate  academic  centre, 
at  8  pm.  Dr  Mitchison  (Drug  Dependence  unit  at 
University  College  Hospital)  on  "Conflicts  in 
providing  treatment  in  DD  units". 

Wednesday,  December  5 

Lanarkshire  Branch,  Pharmaceutical  Society,  Stuart 
Hotel,  East  Kilbride,  at  7.30  pm.  Annual  dinner 
and  dance. 

Sheffield  Branch,  Pharmaceutical  Society,  Jessop 
Hospital  lecture  theatre,  school  of  physiotherapy. 
Sheffield,  at  8  pm.  A  talk  on  "Colostomy". 
South  West  Metropolitan  Branch,  Pharmaceutical 
Society,  St  George's  Hospital  medical  school, 
Blackshaw  Road.  Tooting,  London  SW17.  at  8  pm. 
Professor  A.  H.  Crisp  (Department  of  psychiatry, 
St  George's  Hospital)  on  "The  Wandle  Valley". 
East  Anglian  Regional  Health  Authority,  Pharma- 
cology lecture  room,  Addenbrooke's  Hospital,  Hills 
Road,  Cambridge,  at  8  pm.  Dr  A.  Kuczynski  on 
"Cardiac  disease  in  general  practice". 
Brighton  Branch,  Pharmaceutical  Society,  Brighton 
General  Hospital  postgraduate  medical  centre,  Elm 
Grove,  Brighton,  at  8  pm.  Mr  A.  G.  M.  Madge  on 
"Acupuncture". 

Lincolnshire  Branch,  National  Pharmaceutical 
Association,  Rauceby  Hospital  board  room,  Sleaford, 
at  7.30  pm.  Mr  D.  Ross  (PSNC)  on  "The  interim 
report  of  the  independent  panel". 
Crawley,  Horsham  and  Reigate  Branch,  Boots  Ltd, 
Queens  Square,  Crawley,  Sussex,  at  7.30  pm.  Dr 
S.  E.  Smith  on  "Present  problems  in  therapeutics". 
Agricultural  and  veterinary  pharmacists'  group, 
Pharmaceutical  Society,  1  Lambeth  High  Street, 
London  SE1,  at  2  pm.  Dr  Richie  (department  of 
animal  husbandry,  University  of  Glasgow)  on 
"Hypomagnaesemia". 

Thursday,  December  6 

Lancaster  and  Morecambe  Branch,  Pharmaceutical 
Society,  Unitarian  Hall,  Scotforth,  Lancaster,  at 
7.45  pm.  Mr  Leedall  on  "Lake  Garda". 
Society  of  Cosmetic  Scientists,  Royal  Society  of 
Arts,  6  John  Adam  Street.  London,  at  6.30  pm. 
Ladies'  evening,  and  Mr  R.  Callendar  on  "A 
photographic  Christmas  caroil". 
Hounslow  Branch,  Pharmaceutical  Society,  West 
Middlesex  Hospital  lecture  theatre,  Twickenham 
Road,  Isleworth,  at  7.45  pm.  Mrs  V.  Allsup 
(Sandoz  Products  Ltd)  on  "Bromocriptine  and  the 
treatment  of  infertility". 

Reading  Branch  Pharmaceutical  Society,  Royal 
Berkshire  Hospital  postgraduate  medical  centre, 
at  8  pm.  Film  evening  presented  by  Mr  C.  Howarth. 
Thames  Valley  Pharmacists'  Association,  Sterling- 
Winthrop  House,  Surbiton,  Surrey,  at  8  pm.  Mr  J. 
Young  (Ram  Brewery,  Wandsworth)  on  "Brewing". 
Worthing  and  West  Sussex  Branch,  Pharmaceutical 
Society,  Beach  Hotel,  Marine  Parade,  Worthing, 
at  8  pm.  Mr  John  Wood  (Trust  secretary)  on  "The 
Wey  and  Arun  Canal  Trust". 

Friday,  December  7 

Wirral  Branch,  Pharmaceutical  Society  with 
Birkenhead  and  Wirral  Pharmacists'  Association, 

Wirral  postgraduate  medical  centre,  Clatterbridge 
Hospital,  at  8  pm.  Social.  Tickets  from  Mrs  S. 
Morton,  5  Cliffe  Street,  Little  Neston,  South  Wirral. 


MARKET  NEWS 

Menthol  stocks  up 

London,  November  28:  With  stocks  of 
Brazilian  menthol  uncomfortably  high 
on  the  spot  for  holders,  offers  for 
immediate  delivery  were  cut  by  30p  kg 
to  £5.70  during  the  week  while  from 
origin  quotations  were  unchanged  at 
£5.85,  cif.  In  addition  to  the  impact 
which  the  higher  bank  rate  will  have 
on  merchants  referred  to  in  last  week's 
report,  there  is  an  additional  factor  in 
the  case  of  menthol.  Brazilian  material 
is  imported  duty  free  whereas  Chinese 
is  subject  to  duty.  However,  it  seems 
likely  that  in  the  near  future  Chinese 
menthol  will  also  be  exempted  duty 
thus  making  it  even  more  competitive 
than  Brazilian.  Hence  the  desire  of 
sellers  to  move  their  stocks  now. 

In  essential  oils  cassia  remains  short 
and  dearer.  Lemongrass,  patchouli 
and  petitgrain  were  also  firmer  while 
Ceylon's  cinnamon  leaf  and  citronella 
were  sharply  down. 

Olive  oil  is  dearer  but  in  the  case  of 
the  Spanish  oil  there  is  a  "refund"  of 
£109.23  per  metric  ton  when  the  oil  is 
packed  in  containers  of  a  size  not 
exceeding  5  litres. 

Among  botanicals  balsam  Peru, 
dandelion,  liquorice  root  and  sarsa- 
parilla  were  dearer  while  balsam 
Canada  and  cherry  bark  were  easier. 

Dearer  in  chemicals  were  caffeine, 
theophylline  and  yohimbine. 

Pharmaceutical  chemicals 

Aloin:  micro-crystalline  £28.65  kg  in  50-kg  lots. 
Ascorbic  acid:  from  £5.15  kg   lots  down  to  £4.85 
in  1  metric  ton  lots  as  to  source  and  pack. 
Biotin:    Crystals   £6.83  per   g;   £5.58   in   10-g  lets. 
Boric  acid:   EP  grade  per  metric  ton   in  2-4  ton 
lots — granular  £369;  powder  £395. 
Bromides:  Crystals  E  per  metric  ton.  

Under  50-kg  250-kg  1,000-kg 

Ammonium  926  886  856 

Potassium  crystals  895  855  825 

Sodium  926  886  856 

Caffeine:  BP  anhydrous  £5.51  kg  in  100-kg  lots; 
£4.80  in  500-kg. 

Calamine:  BP  £653  per  1,000-kg  delivered. 
Chloroform:   From   September   10  BP  £490  to  £520 
per    metric    ton    according    to    drum    size;  2-litre 
bottles  £2.90  each;  10x500-ml  bottles  £1.25  each. 
Choline:    (500  kg   lots)    bitartrate  £2.41   kg;  dihy- 
drogen  citrate  £2.40. 

Dexpanthenol:   (Per  kg)   £10.41    in  5-kg  lots. 
Dextromethorphan   £154.92    in   5-kg  lots. 
Ergometrine  maleate:  £6.35  in  50-kg  lots 
Ergotamine  tartrate  £4  25g  in  50-g  lots. 
Ether:   Anaesthetic:   BP   2-litre   bottle   £3.60  each; 
one-metric  ton  lots  in  drums  from  £1.80  in  18-kg 
drums  to  £1.70  kg  in  130-kg.  Solvent.  BP  in  130- 
kg  drums.  £1.305. 

Folic  acid:  100-kg  lots  from  £58  kg. 


Hydrogen  peroxide:  35  per  cent  £275  metric  ton. 
Hydroquinone:  50-kg  lots  £3.08  kg. 
Hypophosphorous  acid:    (Per  metric   ton   in  50-kg 
lots).    Pure    50    per    cent    £425.    BPC    (30  per 
cent)  £305.34. 

Iodine:  Resublimed  £7.48  kg  in  250-kg  lots;  crude 
£5.30  kg  in  1-ton  lots. 

Isoniazid:  BP  1973  £4  kg  in  300-kg  lots. 

Lobeline:    Hydrochloride   BPC   and   sulphate  £1.60 

per  g  for  100-g  lots. 

Nicotinamide:  £4.40  kg   in  50-kg  lots. 

Nicotinic  acid:  £4.35  kg;   in  50-kg  lots. 

Paracetamol:  (Per  kg)  50-ton  contracts  from  £3.22; 

10-ton  £3.30.  Premium  for  d/c  £0.20  kg. 

Pyridoxine  £24.15  kg  for  20-kg  lots. 

Riboflavine:     (Per    kg)     £29.51     in     10-kg  packs. 

diphosphate  sodium  £73.78  in  5-kg. 

Salicylic  acid:  5-ton  lot  £1.42  kg;  1  ton  £1.44. 

Stilboestrcl:  BP  in  25-kg  lots,  £137  kg. 

Succinylsulphathiazole:  £10  30  kg  in  250  kg  lots. 

Sulphacetamide  sodium:  BP  £7.25  kg  for  50-kg 

Sulphaquinoxaline:   BVetC  £10.27   kg;   sodium  salt 

£11.99  kg  both  in  500-kg  lots. 

Sulphamethizole:  £9.60  kg  in  1,000  kg  lots. 

Sulphathiazole:  BP  1973,  £7.30  kg  in  J-ton  lots. 

Tetracycline:   Hydrochloride  £16.50  kg;  oxytetracy- 

cline  £18.50  in  250-500-kg  lots. 

Theobromine:  Alkaloid  £6.90  kg  for  500-kg  lots. 

Theophylline:  Anhydrous  and   hydrous   £5.98   kg  in 

100-kg  lots;  ethylene  diamine  £6.43  kg. 

Tocopherol:  DL-alpha  £18.63  kg;  5-kg  £16.63  kg. 

Tocopheryl    acetate:    DL   alpha   per   kg   £14.08  (in 

20-kg    lots);   absorbate  £11.32  (25-kg) 

Vitamin  A:  (per  kg)  acetate  powder,  tablet  grade 

£16.09    (5   kg    lots);   palmitate   oily  concentrate  1 

miv    per    g    £15.96    (5-kg);    water-miscible  £4.29 

litre  (6-litre  pack). 

Vitamin  D2:  Type  850,  £53.43  kg. 

Vitamin   E:  See   tocophervl  acetate. 

Yohimbine  hydrochloride:   £327.50   per   kg;   £303 .50 

kg  in  5-kg  lots. 

Crude  drugs 

Balsams:  (kg)  Canada:  Easier  at  £12.60  on  the 
spot;  shipment;  £12.35.  cif.  Copaiba  £3.15  spot  £3 
cif.  Peru:  £9.75  spot;  £9.90,  cif.  Tolu:  £6.05  spot 
Camphor:  Natural  powder  unavailable  on  spot;  For- 
ward £6.25  kg,  cif.  Synthetic  99%  £1.30  spot; 
technical  96%  £1.15. 

Cherry  bark:  Spot  £11.20  metric  ton,  shipment 
£11.40.  cif. 

Cochineal:  Tenerife  black  brilliant  spot  £17.25  kg, 
cif.    Peru   silver  grey  £14.85  spot;   £14.40  cif. 
Dandelion:  Spot  £1.995  metric  ton  spot,  £1,860,  cif. 
Liquorice    root:    Chinese    £560    metric    ton  spot; 
£540  cif.  Block  juice  £1.63.  £2.20  kg  spot. 
Menthol:    (kg)    Brazilian    £5.70    spot;    £5.85,  cif. 
Chinese  £5.50  duty  paid  £5.15,  cif. 
Sarsaparilla:    Jamaican    £2,015    metric    ton  spot 
£1,895,  cif. 

Seeds:  (metric  ton,  cif)  Anise:  China  £865  for 
shipment  Celery:  Indian  £455.  Coriander:  Moroc- 
can £210.  Cumin:  Indian  £800.  Fennel:  Indian 
£475.  Fenugreek:  Moroccan  £290;  Indian  £265. 
Turmeric:  Madras  finger  £575  metric  ton  spot; 
£465,  cif. 

Essential  and  expressed  oils 

Cassia:  Chinese  offered  at  £58  kg  spot;  shipment 
nominal. 

Cinnamon:  Ceylon  leaf  £2.52  kg  spot  and  cif; 
bark,  English-distilled  £155. 

Citronella:  Ceylon  £3.15  kg  spot;  £3.08,  cif.  Chinese 
£3.95  kg  spot;  £4.18,  cif. 

Clove:    Indonesian    leaf   £1.95   kg    spot;  shipment 
£1.78.  cif.  English  distilled  bud  £44. 
Eucalyptus:  Chinese  £1.85  kg  spot;  £1.75.  cif. 
Ginger:    Chinese    £41    kg    spot;   £40,    cif.  English 
distilied  £105. 

Lemongrass:  Cochin  £4.75  spot  and  cif. 
Olive:    Spanish    £1.500    per    metric    ton    in  200-kg 
drums  ex  wharf;  Mediterranean  origin  £1,440. 
Patchouli:  Chinese  £21.50  kg  spot  and  cif. 
Peppermint:    (kg)    Arvensis — Brazilian    £4.60  spot 
and    cif.    Chinese   £3.15    spot    and    cif.  Piperala 
American  from  £14.25  spot;  £14,  cif. 
Petitgrain:  Paraguay  £8.40  kg  spot;  £8.35,  cif. 
Spearmint:    Chinese    £10    kg    spot;    £9.20,  cif; 
American  £11,  spot. 

The  prices  given  are  those  obtained  by  importers  or 
manufacturers  for  bulk  quantities  and  do  not  include 
value  added  tax.  They  represent  the  last  quoted  or 
accepted  prices  as  we  go  to  press. 


ALPHAKIL 

FOR 
MICE 

RENTOltlL 

PRODUCTS  THE  PROFESSIONALS  USE 

RENTOKIL  LTD.  PRODUCTS  DIVISION,  FELCOURT.  EAST  GRINSTEAD 
WEST  SUSSEX,  RH19  2JY  Telephone  Lingfield  (0342)  833022 


continental  style  shopfittmgs  designed  for  todays  Pharmacy 
plus  full  service  —  complete  installations 
Olney  bros  lid    ,jdo  house;  northbridge  road. 
^-ek  berkhamsted.  herts  hp4  leg 
«U«      free  colour  brochure  04427r5417/9  . 
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Classified  Advertisements 

Post  to  Classified  Advertisements,  Chemist  &  Druggist, 

25  New  Street  Square,  London  EC4A  3JA. 

Telephone  01-353  3212 

Publication  date  Every  Saturday 

Headings  All  advertisements  appear  under  appropriate 

headings. 

Copy  date  12  noon  Tuesday  prior  to  publication  date. 
Advertisements  should  be  prepaid. 
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Box  Numbers  £0.60  extra. 
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STOCKS  FOR  SALE 
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AFRO'  PRODUCTS 

English,  American  and  Caribbean  products.  We  offer  a  unique  ser- 
vice, to  the  retailer,  in  most  popular  brands  of  hair  and  skin  cosmetics 
Johnson's,  Palmer  s.  St.  Clare's,  Dax,  La  India,  etc..  etc 

ZEBBRA  WHOLESALERS, 
127  Stoke  Newington  High  St., 
London,  N16. 

Phone  01-249  3161,  ext.  4/5. 


SINGLE  EDGE  BLADES.  Stainless 
steel  blades  20  packets  of  5  or  cartons 
of  100  £3.95  inclusive  cheque  with 
order  please.  Rolenworth  Limited,  1/3 
Greys  Road,  Henley-on-Thames, 
Oxon. 


RUMABRACE  SOLID  COPPER 
BRACELETS  (in  2  sizes)  R.R.  P.  £1 .75. 
£10.50  per  doz.  inc.  VAT.  Post  Free. 
Cheque  with  order.  Gardiner  &  Lacey, 
Chemists,  13,  St.  Giles  St.,  Norwich. 
Phone  21117. 


STOCKS  WANTED 


"ODD-JOB"  SINGLE-EDGE  BLADES 

The  all-steel  ones  that  resist  bending.  Sold  successfully  for  over 
two  years.  Now  supplied  in  counter  display  boxes  of  100  blades 
(20  packets  of  5). 

Individually  wrapped  for  extra  safety. 

£4.80  (£4.17  plus  63p  VAT)  per  box  of  1 00.  Reduction  for  quantity. 
Obtainable  from  all  Unichem  branches  or  direct  from  Global. 
New  accounts,  cheque  with  order  please. 
Wholesale  enquiries  invited. 

"Odd-job"  brand  blades  are  distributed  for  Odd-Job  Blades  Ltd. 
by: 

GLOBAL  PHARMACEUTICS  LIMITED 


62  Kenilworth  Road,  Edgware,  Middx. 

Tel:  01-958  5476 


HA8 8XD 


LIMITED  EDITION— 500  only.  Set  of  3 
miniature  carboys  with  ground  glass 
stoppers.  1  x  pear-shaped  plus  2  x 
swan  necked.  Between  4"  &  6"  high. 
Beautifully  packed  in  green  leatherette 
presentation  case.  Ideal  gift  at  £20.00 
incl.  p.  &  p.  from  Jay-K-Gee,  73  West 
Gate,  Mansfield,  Notts. 


AMERICAN  single  edge  blades,  20 
packets  of  5  for  £4.50,  including  VAT 
and  Post.  Write  to:  Maxwell  Gordon,  2B 
Cricklewood  Lane,  London  NW2  1EX. 


Please  mention 
C  &  D  when  replying 
to  advertisements 


908    Chemist  &  Druggist 


WEST  LONDON 
CASH  AND  CARRY 
397  Acton  Lane, 
London,  W.3. 
Tel:  01-993  6400/6409/2921 
Comprehensive  range  of  chemists' 
goods,  perfumes  and  cosmetics 


SEND  YOUR  FRIENDS  a  distinctive 
Christmas  Card  this  year — one  with  an 
original  Pharmaceutical  scraper-board 
print  of  a  pestle  and  mortar.  Superbly 
presented  in  sepia  tone.  £2.50  x  10 
including  envelopes.  Jay-K-Gee,  73 
West  Gate,  Mansfield,  Notts 


COPPER  TRADING  COMPANY. 

Direct  from  the  manufacturer,  Copper 
Bangles  at  only  £65  per  hundred. 
Copper  Trading  Company,  35  High 
Street,  Banstead,  Surrey.  Tel.  Burgh 
Heath  (25)  59658. 


A.  &  H.  OTTER  LTD. 

(established  1920) 

Largest  cash  stock  buyers  in  the 

trade  for  manufacturers'  clearing 

lines,  and  retailers'  stocks. 

8  Northburgh  Street,  London 

EC1V  0B A.  Tel:  01-253  1184/5. 

Telegrams:   "Salvall",  London 

E.C.1. 


WE  PURCHASE 
SHOP  STOCKS  AND 
MANUFACTURERS  SURPLUS 

Please  telephone  or  write: 
LAWRENCE  EDWARDS 
AND  CO.  LTD., 
Wellington  Close, 
London  W11  2  AN. 
Tel:  01-727  3137-8 


WANTED.  High  class  perfumes  in  any 
quantity.  Small  quantities  acceptable. 
Tel:  01-348  5000. 


PHARMACEUTICAL  ANTIQUES. 

Drug  runs,  shop  interiors,  bottles, 
etc.,  urgently  wanted.  Kindly  contact 
Robin  Wheeler  Antiques,  Parklands 
Park  Road,  Ashtead,  Surrey.  Tele- 
phone: Ashtead  72319.  Buyer  col- 
lects. 


SHOPFITTING 


SHOPF!TTING?p 

MODERNISATION  COULD 

COST  YOU  NOTHING! 
In  every  chemist  outlet  we've 
modernised,  turnover  has  gone  up  at 
least  20% . 
NOW  IT'S  YOUR  TURN. 
For  professional  help  contact: 

Storeplan  Ltd., 
Shop  Interior  Specialists. 
48  Towerf  ield  Rd.  Shoeburyness, 
Southend-on  Sea.  Essex.  SS3  9QT. 
Tel:  Shoeburyness  3551/5911 
(Std  03708) 


SUPER  SHELVING  SYSTEM  WILL 
INCREASE  YOUR  TOILETRY  SALES 
BY  HUNDREDS  of  pounds.  Send  for 
colour  illustration  or  ask  us  to  call  for 
instant  quote.  Glass  display  counters 
with  lighting,  island  sites  and  show- 
cases. Early  delivery  direct  from  mak- 
ers. THIRSK  SHOPFITTINGS,  741- 
743  Garrett  Lane,  London  SW1 7  0PD. 
Tel:  01-946  2291. 


SHOPKIT 

The  world's  first  D.I.Y.  shopfittlng  system 
can  save  you  as  much  as  £1 ,500  on  an 
average  refit.  Illustrated  leaflets  sent  by 
return  of  post. 

SHOPKIT, 

50  Ivatt  Way, 
Peterborough  PE3  7PN, 
or  telephone 
Peterborough  0733  265263 
(24-hour  cheap  service). 


ialtisptaa  /y/tcm80  pl»#. 

Modular  units  with  complete 
shopfitting  services.  NPU-NPA 
recommended  (for  15  years). 
Coloured  brochure-from: 
Olney  Brothers  Ltd., 
Northbridge  Road,  Berkhamsted, 
Herts.  HP4  1EG.  Tel:  5417/9 


SPECIALIST  SHOPFITTING  SER- 
VICES. Free  Planning,  Competitive 
Prices.  Phone  061-445  3506.  H.  A. 
Peyser,  20  Fairfax  Avenue,  Didsbury, 
Manchester  M20  0AJ. 
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SITUATIONS  VACANT 


A  fresh  approach  to  selling 


Halls-Hudnut,  part  of  the  Warner 
Lambert  Group,  markets  a  wide 
range  of  confectionery,  hair 
care  and  personal  hygiene 
products.  We  are  leaders  in  a 
competitive  market  and  we  are 
looking  for  ambitious  and 
determined  salesmen  and 
women  who  will  be  selling  to 
chemists,  wholesalers,  CTN 
multiples,  department  stores  and 
cash  and  carry  outlets  in  the 
Med  way  Kent  area 
or 

Croydon  /  Wandsworth  area . 


Our  comprehensive  sales  and  product  training  wil 
enable  you  to  take  your  place  in  a  highly 
successful  sales  team  and  our  continual  career 
development  programme  will  encourage  you  to 
reach  the  top. 

If  you  are  aged  between  25-35  with  at  least  "O" 


Part  o<  Warner  Lambert 

IU.K  )  Limited 


level  standard  of  education,  and 
preferably  with  some  sales 
experience,  this  could  be  the 
chance  you  are  looking  for  to 
utilise  your  enthusiasm, 

aggression  and  initiative  to 
follow  a  career  with  a 
successful  company. 

We  will  provide  you  with 
a  1600  Cortina  Estate  car, 
a  highly  competitive 
salary,  incentive  scheme 
and  annual  bonus,  together 
with  generous  expense 
allowances,  pension  and 
sickness  benefits. 


Please  telephone  or  write  for  an  application  form  to: 

Beverley  Pointer,  Training  Department, 
Halls-Hudnut, 

Woodside  Avenue,  Eastleigh,  Hants. 
Tel:  Eastleigh  (0703)  619161 


TRADE  SERVICES 


COME  TO 

ANGLIAN 
MANUFACTURING 
CHEMISTS  LIMITED 

For  all  your  tube,  both  metal 
and  plastic,  filling  require- 
ments. 
Licensed  premises. 
Qualified  Staff. 

Enquiries: 
38/40  Featherstone  Street 

London  EC1Y  8RN 
Telephone:  01-253  0571 


GENERIC 
JBLETS 


Approved  Prescription  Services  Limited 

CLECKHEATON.  WEST  YORKSHIRE.  BD193BZ. 
TELEPHONE:-    CLECKHEATON  (0274)  876776. 


COLOSTOMY,  ILEOSTOMY,  UROS- 
TOMY appliances/accessories.  Com- 
plete range.  Immediate  delivery.  Gram- 
pian Medical  Supplies,  29-33  Skene 
Square,  Aberdeen.  Tel:  0224  631307. 


International  Trade  Mark  Agents 

Established  1887 
52-54  Featherstone  Street 

London  EC1Y  8ST 
Telephone  01-253  6184 
Telex  299638  March  G 


CLASSIFIED  ADVERTISING  IN 


CHEMIST  & 
DRUGGIST 


For  details  of  rates  and  further  information 
telephone 

Ann-Maria  Pym  on  353-3212,  ext.  116. 
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WORKS  MANAGER 

for  manufacturing  chemist  in  west  country 

Due  to  future  planned  developments,  a  manufacturing  chemist  based  in 
the  west  country  requires  the  services  of  a  works  manager. 

Applicants  should  have  suitable  pharmaceutical  qualifications  and  pre- 
vious manufacturing  experience  for  this  demanding  but  rewarding 
position.  Remuneration  and  conditions  are  in  keeping  with  this  important 
appointment. 

Apply  in  first  instance  to:  Works  Director,  Box.  2673. 


MEDICAL  REP  JOB  CENTRE 

Selling  prescription  medicines  to  Doctors  &  Pharmacists  is  a  natural 
progression  for  men/women  with  a  good  sales  track  record,  especially  if 
you  have  science  A'  levels. 

Our  client,  a  major  pharmaceutical  company,  has  vacancies  throughout  jj 
the  UK.  They  provide  full  professional  training,  an  excellent  basic  salary,  as 
quarterly  bonus,  fringe  benefits  &  car.  They  recognise  &  reward  success.  I 
Real  management  opportunities  do  exist. 

For  further  information,  write  to  or  telephone: — 

Roy  Eyres  &  Partners  Ltd.,  17  Penrhyn  Road,  Kingston,  Surrey  KTIS 
2BZ.  Tel:  01-549  6633. 


WRITER  SALARY  TO  £1 0,000.  Ethical 
Pharmaceutical  writer  required  by 
leading  London  Advertising  Agency. 
Previous  agency  experience  desired 
otherwise  salary  negotiable.  Star 
Writers.  01-589  3605  (emp.  egy). 


AGENTS  WANTED 


MERRIMAID  PROMOTIONS, 
ESTABLISHED    WHOLESALE  & 
RETAIL  AGENTS, 
speciality  retail  selling 
require  all  Chemists  Lines  &  Sundries. 
Areas,  Cumbria,  Lanes,  Yorkshire, 
Cheshire.   Write,   31  Milbrow 
Chadderton  Fold,  Oldham,  OLI  2RT 
Phone—  Glossop  61542  (day  or  night). 
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BUSINESS  FOR  SALE 


STOCKTAKING 


We  have  been  STOCKTAKING  in  retail  pharmacy 
for  over  55  YEARS  and  our  partners  have  between 
them  over  90  YEARS  stocktaking  experience.  We 
have  a  fully  trained  staff  with  long  experience  of 
pharmacy  business  behind  them  and  we  are  able  to 
undertake  stocktaking  throughout  the  length  and 
breadth  of  Great  Britain.  Our  systems  have  been 
devised  over  the  years  to  give  the  highest  degree  of 
accuracy  and  reliability.  We  continue  to  use  the 
caller/writer  method  as  we  believe  that  our  system 
provides  a  more  detailed  record  and  a  more 
satisfactory  result  than  any  adding  machine  or  other 
cost  cutting  method  can  provide. 
Our  vast  experience  of  retail  pharmacy  is  always 
available  to  our  clients,  many  of  whom  regularly  take 
advantage  of  it. 

Having  sold  a  record  number  of  businesses  during  the  last  year,  we 

declare  that  the  demand  for  good  sound  businesses  is  at  present  in 

excess  of  supply  in  all  areas  of  the  country. 

Vendors  contemplating  selling  their  business  can  be  assured  of 

expert  and  conscientious  attention  to  their  interest. 

We  act  only  for  vendors. 


Ernest  J/George 

>»a  &co 

B    GARDALE  HOUSE.  122  GATLEY  ROAD.  GATLEY.  CHEADLE 
^  CHESHIRE  SK8  4AT  Tel:  061  428  6718/9 


CLEETHORPES, 
South  Humberside 

Excellent  business  in  very  substantial 
freehold  premises  with  good  turnover  and 
prospects  for  further  growth.  Double 
fronted  spacious  sales  area  and  four 
bedroomed  residential  accommodation. 
The  whole  £35,000  o  n  o.  plus  stock. 
Further  particulars  from 

Bacons,  Estate  Agents, 
10,  Hainton  Avenue,  Grimsby 
Telephone  Grimsby  51126. 


BUSINESS  WANTED 


PRIVATE  PHARMACIST  wishes  to 
purchase  pharmacy  with  turnover 
£70,000  plus,  anywhere  in  Northants, 
Oxford,  Cambridge  area.  Tel: 
Silchester  701009. 
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The  taste  of  success! 

EUTH  YMOL  sales  move  up  again! 

More  and  more  of  your  customers*  are  getting  the 
message  —  Euthymol's  got  taste,  the  taste  that's 
worth  asking  for  by  name  every  time.  Make  sure 
of  your  share  of  our  success  by  keeping 
Euthymol  on  display. 

HALLS  HGDNGT,  CHESTNUT  AVENGE,  EASTLE1GH,  HANTS 
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Aspro  Clear  your  shelves 
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Aspro  Clear  is  the  fastest-growing  So,  the  sooner  you  Aspro  Clear  your 

general  purpose  analgesic.  shelves,  the  sooner  you'll  clear  a  healthy 

It's  also  one  of  the  biggest  advertisers,  profit! 

With  a  £0.6m  plus  TV  campaign  i-»j:m 
coupled  with  press  support  in  the  national  K 

dailies.  wlwClly 


Aspro  is  a  Registered  Trade  Mark 


your  headache-fast 


